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Heating & Piping Association 
Raps Unit Conditioners, Code 


Self-Contained Models 
Are Belittled In 
Convention Report 


CHICAGO — “We have not  be- 
jieved that the ‘unit air conditioner’ 
was the solution to many of our 
problems,” declared J. Lawrence 
DeNeille of St. Louis, reporting for 
the Committee on Air Conditioning 
of the Heating, Piping & Air Condi- 
tioning Contractors’ National Asso- 
dation at the annual convention of 
that organization here last week. 

“The Committee on Air Condition- 
ing, like your board of directors and 
your Committee on Trade Promotion, 
takes as its pasic premise the propo- 
sition that the contractor in this 
industry is the logical final outlet for 
comfort producing apparatus used 
‘ny this industry,” Mr. DeNeille said. 

“The reason is clear. This appa- 
ratus is of little value in building 
public goodwill and in providing the 
comfort for which it is designed 
unless correctly applied. The con- 
tractor has the technical knowledge 
and the skilled craftsmen to make 
that application. Furthermore, the 
contractor can handle this business 
more economically due to the broader 
base over which his overhead can be 
spread.” 

Mr. DeNeille stated that the air- 
conditioning committee of the asso- 
ciation had been chiefly interested in 
providing the members with techni- 
cal information about the design, 
installation, and service of air con- 
ditioning and information relative to 
selling problems. 

“Tt is not necessary to remind you. 
who have followed these endeavors 
from the first, that we have been 
involved in a pioneering project in 
which methods were not standardized 


(Concluded on Page 5, Column 1) 


Chemical Dehumidifier, 
City Water Proposed 
For Home Cooling 


NEW YORK CITY-—Development 
of low-cost apparatus designed to 
provide summer air conditioning for 
homes is described in a report to the 
American Chemical Society by C. R. 
Downs and J. W. Spiselman, New 
York chemical engineers. 

Using a calcium chloride com- 
pound, the unit has been tested 
during the past four summers in a 
two-story residence in Connecticut 
having a dining room, living room, 
kitchen, and breakfast room on the 
first floor and five bedrooms and two 
baths on the second floor. The 
chemical is used to dehumidify the 
air, which is cooled by water. Effi- 
cient operation of the equipment can 
be realized when the water tempera- 
ture is as high as 87°, it is claimed. 

A survey of municipal water sup- 
Plies in 311 cities of more than 
20,000 population shows 155 to have 
maximum water temperatures of 
72° F., 100 of 65°, and in about 60 
cities the maximum does not exceed 
60° the report stated. 

During the test, it was found that 
the unit treated 750 c.f.m. in an 
average summer, it used 2,000 Ibs. of 
calcium chloride compound, 17,000 
gallons of city water with a maxi- 
mum temperature of about 75° F. 
and 110 kilowatt hours of electrical 
energy. 

“The principal factor in operating 
Costs is the supply of calcium 
chloride compound needed to de- 
Aumidify the air,” according to the 
report. “The apparatus, however, 
has a storage capacity of 1 ton, 
and through infrequent and mini- 
mum deliveries of the compound, 
®osts may be kept at a minimum. 


“The machine may be moved into 
S operating location through any 


(Conciuded on Page 20, Column 3) 
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Piping Group’s ‘Suggested 
Revisions’ On Safety 
Code Kept a Secret 


CHICAGO—Opposition to the Joint 
Industry Refrigeration Committee’s 
air-conditioning and_ refrigeration 
code, which is being accepted by the 
American Standards Association, was 
voiced here last week in a report 
made by George P. Nachman of 
Cleveland to the Heating, Piping & 
Air Conditioning Contractors’ na- 
tional convention. 

The code was prepared by the 
Joint Industry committee formed by 
representatives of the Refrigeration 
Machinery Association, Air Condi- 
tioning Manufacturers’ Association, 
Refrigeration Division of Nema, and 
Compressed Gas Manufacturers As- 
sociation. Assisting in preparation 
were representatives of the Board 
of Fire Underwriters, and of the 
safety departments of several cities. 

Mr. Nachman stated that “the 
code is now being proposed as an 
addition to the local building code 
to apply to refrigerating and air- 
conditioning systems. It contains 
many stringent regulations, many of 
which will greatly increase the cost 
of air-conditioning installations, and 
perhaps discourage the prospective 
customer from making the invest- 
ment. 

“The committee on standards of 
the Heating, Piping & Air Condition- 
ing Contractors’ National Association 
has prepared a number of suggested 
revisions, which, if adopted, will not 
reduce the element of safety for 
non-toxic, non-irritant, and  non- 
inflammable refrigerants. _ 

“The committee will endeavor to 
have these revisions accepted and 
adopted by the American Standards 


(Concluded on Page 5, Column 2) 


Commercial Sales Hold 
Fast Pace In April 


DETROIT—With ice cream cabi- 
nets, bottled beverage coolers, and 
condensing units leading the way, 
shipments of commercial refrigera- 
tion equipment by members of 
National Electrical Manufacturers 
Association totaled 29,459 units in 
April to gain more than 1,400 over 
the mark of 28,013 for the same 
month last year. 

Shipments for the first four months 
of the year amount to 82,225 units, 
with commercial condensing units 
alone accounting for 33,816 units. 

Subtracting air-conditioning unit 
shipments of Nema members, re- 
ported in 1938 but not included in 
this year’s total, brings 1939 even 


(Concluded on Page 18, Column 2) 


Cooling Dealers 
In East To Hear 
Association Plan 


First Regional Meeting 
To Be Held Tuesday 
In Philadelphia 


PHILADELPHIA — First of a 
series of regional meetings for the 
purpose of discussing the aims, 
policies, scope, and organization de- 
tails of the proposed National Air 
Conditioning Association will be held 
at the Penn Athletic club here Tues- 
day, June 13, in conjunction with a 
regular meeting of the Air Condi- 
tioning Division of the Electrical 
Association of Philadelphia. M. S. 
LeBair of York Ice Machinery Corp. 
will preside at the meeting. 

Members of the national council 
of the association from the eastern 
region will attend the meeting, but 
John H. Keller of Detroit, council 
chairman, has extended an invitation 
to all members of the industry inter- 
ested in the association movement. 

“Our reason for holding regional 
meetings is to give members of the 
industry a further opportunity to 
express their ideas about the new 
association,” Mr. Keller said. “In- 
terest in the proposed association is 
growing rapidly and is evidenced by 
the fact that Edward C. Flynn, 
president of the Air Conditioning & 
(Concluded on Page 20, Column 1) 


April Sales Gain 


“Is 43,000 ‘Units 


DETROIT — Continuing the fast 
clip set in the year’s first quarter, 
world sales of household electric 
refrigerators by manufacturers to 
distributors and dealers during April 
totaled 275,300 units to rank second 
only to the all-time high of 1937, 
according to estimates by the NEws. 

Although 43,200 units higher than 
the total for April of last year, ship- 
ments during the month still were 
88,200 below the 1937 all-time high 
for the month of 363,500 units. 

For the first four months of this 
year, shipments totaled 903,900 
units, a gain of 214,100 over those 
for the same period of last year, 
which amounted to 689,800. 

Shipments by 17 manufacturers 
reporting to the Household Refrig- 
eration Section of National Elec- 
trical Manufacturers Association for 
April were 261,511 units, an increase 
of 44,779 over the 216,732 units re- 
ported by the same number of com- 
panies during the month last year. 

In the first four months of 


(Concluded on Page 18, Column 1) 


G-E’s ‘Mrs. Cinderella’ Poem Contest For Children 
Designed To Sell ‘Better Living’ To Parents 


CLEVELAND-—Selling appliances 
to parents through a prize contest 
for their children is the approach 
which General Electric is using in 
its nationwide “Mrs. Cinderella” 
promotion, three-month campaign 
which closes July 31. 

Recognizing the influence of the 
child in the American home, the con- 
test, which calls for writing rhyming 
lines to 10 verses about G-E products, 
features a “Mrs. Cinderella” booklet, 
telling a romantic tale of how Cinder- 
ella kept her prince and lived happily 
ever after by making use of modern 
labor-saving appliances. 

Verses for the booklet were written 
by a 14-year old Cleveland school- 
girl, Janet Cope. Boys and girls of 
18 and under are eligible to enter the 
poem contest, competing for 100 
prizes, top one $500. 

G-E dealers can tie-in with the 
promotion in any of four ways: by 


entering the nationwide promotion 
plan, distributing entry blanks to 
schools, obtaining their cooperation, 
and distributing the “Mrs. Cinder- 
ella” booklets to those children who 
come into the store; by mailing post- 
cards to parents, inviting them to 
bring their children in and enter 
them in the contest; by using the 
booklets as door-openers on user 
calls; or by distributing them as 
souvenirs at meetings, cooking 
schools, appliance shows, etc. 

Idea is that, in entering the con- 
test, children will want to visit the 
dealership to obtain more informa- 
tion on the appliances covered in the 
10 verses, and their parents will 
come along to give them a helping 
hand. This gives the dealer a ready- 
made sales opportunity. 

Winners in the contest will be an- 
nounced shortly after school re-opens 
this fall. 
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Scruggs Store For 


Trade-Ins Returns 


A 22% Profit 


ST. LOUIS—Operation of a sepa- 
rate store for trade-in refrigerators 
has enabled Scruggs-Vandervoort- 
Barney department store to make a 
10% better allowance on used units, 
make a 22% profit on re-sold models, 
and has swelled new refrigerator 
sales 30% over the maximum volume 
possible beforehand. R 

Clarence W. Amos, manager of the 
store’s electrical appliance depart- 
ment, believes that a separate opera- 
tion of this kind would enable most 
fair-sized dealers to make a double 
profit on trade-in sales, instead of 
just one. 

Scruggs’ trade-in store, a four- 
story building, has no connection with 
the main store except that used re- 
frigerators are appraised jointly. 
Refrigerators, ranges, and washers 
account for 85% of the store’s vol- 
ume. Two large display windows are 
used for refrigerators, and turnover 
is around 225 units a year. 

Since the principal value of the 
trade-in store is in relieving “allow- 
ance pressure” from the main appli- 
ance department, a novel system of 
cooperation has been worked out. 

First, the store doesn’t even allow 
its salesmen to talk trade-ins with 
customers, requiring them to concen- 
trate on a new box. An appraisal 
ticket is made out immediately, and 
rushed over to the trade-in store, 
which sends a truck out for an 
immediate appraisal, reporting back 
to the main office either by telephone 
or personally, usually before the cus- 
tomer leaves the department. 

Because the store can depend on 
selling it almost at once, the allow- 
ance is 10% above standard, even 
though cost of reconditioning, han- 
dling, delivery, and an _ overhead 
percentage are taken out. Sale 
price is estimated, then these per- 
centages deducted, and finally, quoted 
less 22% markup, which the store 
figures is only reasonable in view of 
its large used-appliance clientele 
built up. 

None of the usual haggling or' red 
tape which ties up the trade-in por- 
tion of a sale is an obstacle in the 
Scruggs department. The main _de- 
partment concerns itself -only with 
“straight” selling of new refrigera- 
tors, and leaves the used merchandise 

(Concluded on Page 3, Column 1) 


Heavy-Duty Units ‘Added | 


To Tecumseh Line 


TECUMSEH, Mich.—A new line ’ 
of heavy-duty commercial condens- 
ing units, ranging in size from 4% 
to 2 hp., was announced and shown 
to field representatives of Tecumseh 
Products Co. at the company’s 
annual sales meeting. 

The new line is equipped with 
extra-large condensers, and is espe- 
cially designed for use in_ hot 
climates, where extreme tempera- 
tures cause excessive head pressures 
and resultant service calls. All 
(Concluded on Page 14, Column 4) 


Congress Holding Up 
TVA-Utility Deal 


NEW YORK CITY—Whether Ten- 
nessee Valley Authority’s much- 
talked-of $80,000,000 deal with 
Commonwealth & Southern Corp. 
finally goes through or falls may 
depend upon action taken within the 
next few weeks. : 

The agreement, transferring Com- 
monwealth & Southern’s Tennessee 
electric producing and distributing 
facilities to TVA and _ associated 
municipalities, expires at the end of 
June. 

Uncertainty as to action by 
Congress had led to a suggestion 
that the agreement be extended 60 
or 90 days. Tentative discussions by 


(Concluded on Page 20, Column 5) 


Change In Form 
Of Term Paper 
Called Big Need 


Warning Sounded That 
Misleading Contracts 
Arouse Public’s lre 


CLEVELAND—-Need for taking 
the mystery out of instalment sell- 
ing and translating the time-payment 
contract into words the customer can 
understand—and trust, was stressed 
by a brace of speakers at the recent 
meeting of the credit management 
division of National Retail Dry 
Goods Association. 

Danger of the whole practice of 
instalment selling being damned by 
the actions of a few unscrupulous 
merchants was pointed out by both 
Albert Haring, marketing professor 
at Lehigh University, and Mabel 
Rollins, home economist of Cornell 
University. 

“An examination of the old instal- 
ment contract form leads one to 
believe that conditional buyers never 
read them, because, if they had, 
every sane man would have refused 
to sign,” Mr. Haring declared. 

Numerous antiquated provisions 
still appear in today’s instalment 
contracts, he said, although a survey 
of actual practices reveals that sell- 
ers do not realize or intend that 
such provisions should be in the 
contracts. 

“If the instalment business is to 
avoid drastic regulation .. . it is 
essential for the sellers to put in 
their contracts exactly what they 


———— 
Itemized Invoice on _ 


Sales Urged By FTC 


WASHINGTON, D. cC.— 
Charges that some finance com- 
panies and dealers have con- 
frived to defraud automobile 
bayers through exhorbitant 
charges were made by the Fed- 
eral Trade Commission in a 
special report to Congress, sub- 
mitted Monday. 

“Some of the financing compa- 
nies have permitted dealers to 
impose exhorbitant charges and 
have practiced serious deception 
or even direct defrauding of the 
customer,” the report declared. 

For the purchaser’s protection, 
the report urged a_ regulation 
requiring dealers to furnish an 
itemized invoice showing in detail 
the components of the cash sale 
price. 

This invoice, the report stated, 
should show separately’ the 
charges for accessories, federal 
excise tax, state or local sales 
tax, transportation, advertising, 
“handling charges,” notary fee, 
service, motor vehicle license, 
title registration, finance charges, 
insurance rates (if purchased on 
time payments), and each other 
charge included in the cash sale 
price of the automobile as de- 
livered. 
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want and nothing more,” Mr. Haring 
continued. He termed the “add-on” 
contract “a miost convenient and 
confusing device,’ by which, if de- 
sired, the seller can take back all 
of a $200 purchase for a default of 
$20. ; 
While 19 out of 20 merchants 
would not do this, the actions of the 
twentieth may well damn the whole 
group, he declared. Only the in- 
tegrity of the seller protects the 
buyer in cases of this kind—and it 
is impossible for the buyer to deter- 
mine who is ethical, and who is not. 
“The future of the _ instalment 
credit business, particularly the rea- 
sonableness or unreasonableness of 
future regulation,” said Mr. Haring, 
“is probably closely tied up with the 
problems of (a) making instalment 


(Concluded on Page 2, Column 3) 
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Fair Visitors To See Kelvin Home Cooled 


Cool spot this summer when you go to the New York World’s Fair will 
be the Kelvin Home, the all-electric and air-conditioned home in the 
Fair’s “Town of Tomorrow,” a village of the most modern homes 
containing all of the latest contributions of science and industry to 
better living. The Kelvinator air conditioning in this house was started 
by Grover Whalen, president of the Fair, when the house was dedicated. 
George W. Mason, president of Nash-Kelvinator Corp., watches as the 
compressor in the back begins its summer-long job. The compressor 
is placed behind a window, so Fair visitors may view it in operation. 


Gale’s Open House Marks 
Completion of Plant 


GALESBURG, IIll.— Marking the 
completion and full operation of its 
new plant here, Gale Products is 
holding open house June 6 and 7 
for its dealers and other guests from 
all parts of the country. 

Ground for the brick and steel 
plant, newest structure in the indus- 
try devoted exclusively to the manu- 
facture of refrigeration products, 
was broken last October, shortly 
after formation of the Gale Products 
division had been announced by 
Outboard, Marine & Mfg. Co., the 
parent company. 

Production lines have been in 
operation in the new plant ever since 
the first of the year. Products in- 
clude Gale household refrigerators, 
Gale space coolers, both in standard 
and deluxe models, and a line of 
commercial condensing units under 
the name Jomoco, trade-name under 
which the company’s refrigeration 
products were originally produced. 


Lee Baker, sales manager, reports 
that refrigerator dealerships have 


been established in every state of the 
union, and that shipments this year 
are 100% up on those for the same 
period of 1938. 


Correction! 


On page 19 of last week’s NEWS, 
A. H. Eustis was _ unaccountably 
identified with the Ansul Chemical 
Co. The editors know that Mr. 
Eustis is president of the Virginia 
Smelting Co. just as well as they 
know that they work for the Busi- 
ness News Publishing Co. Unable 
to offer any explanation for the 
error, the editors do offer apologies. 


Vacuum Cleaner Sales In 


April Ahead of 1938 


CLEVELAND — Vacuum cleaner 
sales reported by members of Vacuum 
Cleaner Manufacturers Association 
for April and the year’s first four 
months were: 


173) 1233 
April shipments ........ 125,026 120,925 
First four months...... 492,202 493,723 


Changes Suggested 
In Term Contracts 
To Placate Buyers 


(Concluded from Page 1, Column 1) 

contracts say only what business 
practice actually is; (b) modifying 
add-on contracts so that they are 
reasonable; (c) if your firm is 
reputable, having its instalment con- 
tract advertise this fact when com- 
pared to the contracts of unethical 
competitors; (d) and making the 
conditional buyer clearly conscious 
that his liability is the total face 
amount of the contract, regardless 
of repossession of the goods. 


WHAT DOES ‘6%’ MEAN? 


“Buyers consider ‘6% on the un- 
paid balance’ to mean 6% per year, 
while an examination of several 
such claims made in New York 
newspaper advertisements failed to 
show a single instance where the 
actual annual interest rate was below 
11% per annum. There must be 
just as careful attention given to 
advertising as to the final contract 
agreement, otherwise complicated 
and possibly adverse legislation is 
invited. 

“As regards its credit operations, 
particularly those involving instal- 
ment credit to consumers, business 
must organize its techniques and 
sell its credit policies to the Ameri- 
can public with the same skill that 
has been mobilized to dispose of 
merchandise.” 


HOW IT HURTS STORE 


Three factors—1. loss of personal 
contact with the store; 2. increasing 
pressure to use credit; and 3. con- 
fusing methods of quoting the instal- 
ment rate, have resulted in a 
bewildered customer, Miss Rollins 
pointed out in her talk. 

“She (the customer) lacks criteria 
for judgment, and therefore tends 
to confuse good practices with bad, 
and to think that certain unethical 
practices, limited to a few mer- 
chants, are universally true,’ Miss 
Rollins continued, in stressing the 
need for presenting credit informa- 
tion as clearly as possible. 

The speaker presented suggested 
changes in instalment sales methods, 
based on a study of 300 merchants’ 
practices in selling washing ma- 
chines. Some of her suggestions 
follow: 


‘IN DOLLARS & CENTS’ 


“The charge for. instalment credit 
needs to be expressed in dollars and 
cents. The customer is interested 
in knowing what she will have to 
give up in order to make the pur- 
chase, now rather than waiting and 
paying cash. Dollars and cents have 
a very clear meaning to the cus- 
tomer. The dollar charge for instal- 
ments is not so startlingly large. In 
this study they appeared to be about 
$6 for a $70 washing machine. 

“When rates are quoted in dollars 
and cents, they should be made 
easily available to customers. Rate 


Why Curtis is the 2a2ra 


Curtis Refrigerated Store and Office Cooler materially 
increases your interest in the Curtis line of refrigeration 
and air conditioning equipment since it is another reason 
why you'll make more money handling Curtis products. It 
opens up a new market for the Curtis dealer — makes pos- 
sible more sales and profits. 

Here is a complete factory designed, packaged air con- 
ditioning unit—Mechanically cools, dehumidifies, circulates 
and filters the air— Adaptable for heating, too — Easily 
installed — Two sizes, 3 and 5 tons. 

If your present line does not include packaged units as 


45 Air Cooled Units—42 Water Cooled Units—1/6 to 30 h.p. 


well as a com- 
plete range of re- 
mote equipment, 
get in touch with 
Curtis at once. 

Wire or write 


today. 


CURTIS REFRIGERATING MACHINE CO. 


Division of Curtis Manufacturing Co. 


1912 Kienlen Ave: 


St. Louis, Mo. 
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AIR CONDITIONING 
ane COMMERCIAL 


A typical installation of the Curtis Store and 
Office Cooler in a New Orleans office. 


“Builders of Condensing 
Units Since 1922” 
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Bendix Executives ‘Cruise’ the Fair 


THIS IS THE 


DURING TH 


E 1460.00 
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Bendix cruise winners visited the electrified farm at the New York 


World’s Fair before sailing on their 10-day trip to Havana. 


Here, left 


to right, are: Vincent Bendix, chairman; Jud Sayre, vice president and 
sales manager; Don O. Scott, president; and Verne Calkins, assistant 
sales manager who visited the Fair before the cruise started. 


schedules should not only be in the 
hands of the salesmen, but put out 
where the customer also can see 
them. 

“The proposals to express the rate 
as a percentage per month of the 
decreasing unpaid balance should 
merit serious consideration. 

“Since this percentage is necessary 
for easy comparisons of credit 
charges when repayment is made 
periodically, there is apt to be in- 
creased demand for such a percent- 
age. The use of confusing methods 
of quoting rates is probably the most 
effective means of causing agitation 
for such a percentage. 


MUST SELL THE IDEA 


“More can be done by stores in 
presenting the values of a good 
credit reputation to the customer. 
To a great many it comes as a sur- 
prise that their credit behavior in 
one instance will have some bearing 
on their future ability to obtain 
credit. 


“Practically nothing has been done 
to urge the customer to understand 
and be able to present her financial 
position when asking for credit. 
Business has gradually seen the ad- 
vantage of clear financial statements 
when it needs credit. Agricultural 
colleges have done and are doing 
much in helping farmers to prepare 
financial statements for credit pur- 
poses. 


“Home economics teachers are he- 
ginning to impress homemakers with 
the need of financial statements, and 
to break down conventional resist- 
ance and secretiveness in family 
financial matters. Retailers might 
well help in such a program to their 
own advantage.” 


Philco Uses Magazines & 
Billboards In Drive 


PHILADELPHIA—Both billboards 
and full pages in national magazines 
are being used by Philco to carry 
the story of its “Conservador” refrig- 
erator and the ‘‘Cool-Wave” air condi- 
tioner to the public. 


A “$15 down” offer features the 
first in a series of 24-sheet billboard 
advertisements prepared for Philco 
by McCandlish Lithograph Corp. to 
promote sale of the York Cool-Wave 
conditioning unit. Space for a dealer 
imprint is allotted at the bottom of 
this full-color display. 


The same price appeal figures 
prominently in the Cool-Wave maga- 
zine advertising scheduled to appear 
in Saturday Evening Post, while the 
Conservador feature which “gives 
you 26% more quickly usable space” 
is the chief talking point in Philco’s 
refrigerator advertisements, slated to 
appear in both the Post and in 
Collier’s. 


PEERLESS 


FLO OS tTtTFPFRSE 


PRODUCT 
COOLER 


Capacities from 12,000 to 120,000 B.T.U. 
per hour for all types of storage above 
or below 32°F. 

“Thermek equipped” 

All refrigerants 


FOUR FACTORIES AND OVER 100 JOB- 
BERS TO SERVE YOU ON PEERLESS 
PRODUCTS. 


PEERLESS or AMERICA, unc. 


MIDWEST FACTORY, GENERAL OFFICES — 515 W. 35TH STREET, CHICAGO 


NEW YORK FACTORY PACIFIC COAST FACTORY 
3000 SOUTH MAIN STREET 2218 N. HARWOOD ST. 


LOS ANGELES, CALIF. DALLAS, TEXAS 7 


43-20 34th STREET 
LONG ISLAND CITY 


SOUTHWEST FACTORY EXPORT DIVISION 
P. 0. BOX 636 
DETROIT, MICH. 
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St. Louis Store Finds 
Separate Shop For 
Used Models Pays 


(Concluded from Page 1, Column 4) 
end of it entirely up to the trade-in 
management. ’ ; 

Handling of used trade-ins only 
through the branch store eliminates 
all bothersome details which ordi- 
narily tie up a department with a 
jarge stock. All trade-in models, 
after the allowance has been ac- 
cepted, are picked up by the trade-in 
store in a half-ton truck, brought 
into the building, and completely re- 
conditioned by two experts who also 
handle this activity. 

Reconditioning includes revarnish- 
ing woodwork if any, touching up 
chips, and complete mechanical over- 
haul, at an average cost of $3.50 per 
unit. All refrigerators are put 
through this process in a single day, 
and thus can be placed on sale within 
two days of receipt. 

The trade-in store runs its own 
advertising budget of $100 per 
month, using one weekly advertise- 
ment on major appliances, concen- 
trated strictly on price-appeal. Mr. 
Amos feels that used and new 
refrigerators appeal to a definitely 
separated type of customers, and 
that by advertising only used models, 
the maximum of the second class are 
always pulled into the store. 

Outstanding among the trade-in 
store’s assets is the extremely high 
turnover constantly maintained—two 
months at the absolute limit for all 
major appliances. 

If any box remains on the floor too 
near the maximum, it is marked 
down and used as a sale leader—the 
store doesn’t want any stock to 
remain to the point where overhead 
becomes a prohibitive factor. The 
most popular selling price is $100, 
usually commanding a market used 


” to buying used models from five to 


eight years old. 

In actuality, the trade-in store 
operates as if it bought its merchan- 
dise singly, for resale—assuming 
direct responsibility for showing a 
profit on used refrigerators and re- 
lieving all such functions from the 
new-merchandise department itself. 


Refrigerators Make Up 
15% of ‘Time’ Sales 
In Major Stores 


CLEVELAND—Electric refrigera- 
tors accounted for an average of 
15% of the deferred payment busi- 
ness done by 16 department stores 
reporting 1938 credit experiences to 
the credit management division of 
National Retail Dry Goods Associa- 
tion. 

Furniture led the list with 17%, 
F, J. Fitzpatrick, director of credit 
Sales for Kresge department store, 
Newark, N. J., told the recent credit 
management meeting here. Vacuum 
Cleaners accounted for 14% of the 
credit sales, and other electrical ap- 
pliances were sixth, with an average 
of 9%. 

Terms on regular instalment pur- 
chases have not changed materially 
in the last two years, as far as de- 
partment stores are concerned, Mr. 
Fitzpatrick said. He listed the fol- 
lowing as average terms maintained 
by the stores on major appliances: 


—_—_ 


Min. Down Max. 


Payment Terms 

Refrigerators .......... 10% 24 months 
Radios, Phonographs .. 10% 12 months 
Ranges (all types) .... 10% 18 months 
Other Kitchen Eqpt... 10% 12 months 
aundry Eqpt. ........ 10% 12 months 
Oil Burners ........... 10% 36 months 
Vacuum Cleaners ..... 10% 18 months 


Four recent changes in depart- 
ment store credit selling policy have 
tended to upset the equilibrium of 
this iype of selling, the speaker 
Pointed’ out. These, he said, are: 

1. Down payments have been 
lowered and time to pay stretched out 
‘o such an extent that resale of 
800ds taken back often leaves the 
Seller with a deficit. 

2. Used goods markets have 
8yrate wildly and unsatisfactorily, 
due to unstable and rapidly changing 

€Ss conditions. 

- Style or fashion element, even 
in durable goods, has increased so 

t depreciation and obsolescense 
, lowering second-hand values 
aster than ever before. 


Hardest Punchers In ‘Battle Royal’ For Sales 


To See Real Fight 


BIRMINGHAM, Ala.—“Ladeez and 
gentlemen. In this corner—.” And 
the battle is on for appliance sales in 
the “Battle Royal” being promoted 
by the Electrical Appliance Dealers 
Association of Alabama and West 
Florida. 

Having all the pugilistic color of a 
“main event” in Madison Square 
Garden, the sales contest began on 
April 17 and will continue through 
June 24. Squared off in the center of 
the sales ring are 12 electrical appli- 
ance distributors in the territory, 
who, with their dealers, will compete 
for the chance to witness a real 


“battle royal’ to be staged in 
Birmingham at the close of the cam- 
paign 


“Fighters” in the sales setto will be 
the distributors. Each has taken on 
a name that has the ring of “cauli- 
flower row,” and has named a man- 
ager and seconds to plan the bout. 
Telling “punches” in the campaign 
are the sales made by the distributor, 


As Campaign Prize 


with “points” awarded according to 
the number and kind of appliance 
sold. 

The “battle” is divided into 10 
rounds, each one week long. Each 
round represents 10% of the quota 
assigned to each distributor. The 
winner of each round is the distribu- 
tor whose dealers roll up the greatest 
percentage of quota for that period. 
Winner of most “rounds” will be 
declared “da champ.” 

Appliances that will count as credit 
points are: ranges, refrigerators, 
water heaters, washers, ironers, 
radios (over $75 list), attic ventilat- 
ing fans, furnace fans, stokers, oil 
burners, room coolers, dishwashers, 
disposal units, and pumps, command- 
ing 2 points each; with % point 
given for radios (under $75 list), 
portable ovens, portable water heat- 
ers, roasters, and vacuum cleaners. 
Point quotas range from 900 to 3,000. 

In order that every dealer will be 
recognized for his sales during the 


-battle, distributors have organized a 
“Pugs Club.” No dealer is allowed 
to become a member of the club 
unless he and his organization have 
sold merchandise equivalent to 50 
sales points during the 10-week’s 
period. Members of the “Pugs Club” 


will be offered the opportunity 
to attend the “battle royal” at 
Birmingham. 


Dealers can win further recogni- 
tion, and prizes, according to the 
number of points they hang up. 
Fifty points makes them a “bucket 
carrier”; 75 points a “water boy”; 
100 points a “towel _ slinger”; 
125 points a “sponger’; 150 points 
a “masseur”’; and 200 points a 
“trainer’s assistant.” 

Any dealer who sells electrical 
appliances in the state of Alabama 
can enter the contest. No sale will 
be counted unless the distributor has 
shipped the merchandise within the 
state. 

At the “opening bell,” a pep meet- 
ing was called for all distributors 
and field men. Factory representa- 
tives were also present at this ses- 
sion. The Alabama Power Co. and 
Birmingham Electric Co., cooperat- 
ing utilities, called in all division and 


district supervisors for the meet. 
Distributors familiarized dealers with 
the rules of the “bout,” and urged 
them to keep in there “slugging” for 
sales. 

The utilities will furnish salesmen 
to help dealers make sales during the 
campaign. All utility advertisements 
run during the campaign will carry 
the “see your dealer” suggestion. 

Key men of the scrap are the heads 
of the different distributorships. 

The “fighters,” as they weighed in 
at the ringside, were announced by 
J. S. “Smiling” Sutherland, sales 
director of Alabama Power Co., as 
“Walloping” Walker of Graybar 
Electric Co.; “Knockout” Newsome of 
Watts-Newsome Co.; ‘“Roughhouse” 
Rew of Alabama Appliance Co.; 
“Slugger” Smith of Matthews Elec. 
Supply Co.; “Mauling” McDavid 
of R. P. McDavid & Co.; “Eight- 
Ball” Ewing of Birmingham Electric 
Battery Co.; “Hard-Hearted” Hart 
of Moore-Handley Hardware Co.; 
“Mysterious” Marsh of Clary-Marsh, 
Inc.; “Rabid” Robertson of Frigidaire 
Corp.; “High-Pocket” Hall of Steel 
City Appliance Co.; and “Battling” 
Brown of Stewart-Warner Distribut- 
ing Co. 


Cash In on the Heat with 


YORK COOL-WAVE , 


AIR CONDITIONERS 


I pings the thousands of leading retailers who 
are already “making hay while the sun 


shines”. .. with York Cool-Wave! For here is 


genuine, full-fledged air conditioning for 
homes and offices to sell for as little as $15 
down. Full profits—no trade-ins. A complete 
line of portable units for any size room. In- 
stallation made in 30 minutes... no wiring, 
no water connections, no alterations. Every 
home, office and small store a live, eager 
prospect. Act fast... and cash in on the heat 


with Cool-Wave! 


eC A LTTE TB TS ai) te 


HOME RADIO + AUTO RADIO + TELEVISION » PHONOGRAPHS ts 
RADIO TUBES + PARTS + REFRIGERATORS + AIR CONDITIONERS » DRY BATTERIES 


to sell at 


150 


only $15 down 


Patented SHELF-LINED Inner Door 


makes everyone a prospect for the NEW 


CONSERVADOR 


ELECTRIC REFRIGERATOR 


Leading refrigerator dealers everywhere say, “Here is the only refrigerator that 
makes prospects out of present refrigerator users as well as new buyers!” For 
only Conservador has the patented shelf-lined Inner Door. . . a feature that pros- 
pects can see, understand and appreciate at a glance. Saves time, saves space, 
saves money . .. makes Conservador the first refrigerator where you really use, 
easily and naturally, // the space you buy. And, of course, Conservador has 
every other fine refrigerator feature. Get the complete story from your Philco 
distributor. 


See your Philco Distributor or FP™@ "333 4 SS sees eee 


MAIL COUPON Now! ! 


PHILCO ALL YEAR ROUND 


PHILCO RADIO & TELEVISION CORPORATION 
DEPT. No. 211, PHILADELPHIA, PA. 


Without obligation, send me complete information on 


(1) Conservador Electric Refrigerators 
(1) York Cool-Wave Air Conditioners 


: 
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| Specialty Gelling Qeas 


Rentals To Apartment House Tenants Help 
Solve Used Box Problem, Provide Leads 


DALLAS, Tex.—Renting used elec- 
tric refrigerators to low-income 
customers has solved the problem of 
“what to do with trade-ins’ for a 
large Dallas department store. Man- 
ager of the department, who requests 
that his name not be used, expects 
the rental plan to be a key link in 
his trade-in operation. 

The store has found that rental of 
used refrigerators has made refrig- 
eration available to many persons 
who could not have secured a me- 
chanical unit in any other way. 
Most of these people were ice users, 
paying for it on a day-to-day or 
month-to-month basis. In most 
cases, this cost has been more than 
that of a rental mechanical refrig- 
erator. 


DON’T STAY RENTED 


Rental units don’t always stay 
rented—often they are purchased 
outright by the users after a period 
of trial. New model sales also have 
been made through the rental plan, 
the appliance manager states. 


Used models are rented at a mini- 
mum of $3 a month (10 cents a day) 
and up, depending upon the capacity 
and condition of the unit. One 


month’s down payment in advance 
is required, and the user can apply 
such a down payment or his rentals 
on purchase of that refrigerator, or 
a new model, any time within six 
months. 

Credit requirements on purchasing 
used or new refrigerators are flexible, 
depending upon ability and willing- 
ness to pay. 


LIQUIDATES INVESTMENT 


Rental plan has evoked wide inter- 
est ever since it was started, the 
department’s manager says. Several 
sales were made as a result of the 
very first rentals. 
box is liquidating the investment in 
it in terms of capital represented in 
the trade-in value allotted it. 

The store insists that rentals be 
paid regularly when due. If the 
customer is delinquent in payments, 
the refrigerator is repossessed, just 
as a new one would be. 

Landlords approve of refrigerator 
rentals by occupants of small apart- 
ments, the store finds. In addition 
to removing danger of damage due 
to leaking iceboxes, refrigerator 
rental also tends to deter tenants 
from moving, they report. 


Meantime, the 


Distributor Helps a Department Store To 
‘Shoot the Works’ In a One-Week Drive 


By Robert Price 


TULSA, Okla.— With every em- 
ploye in the Brown-Dunkin depart- 
ment store, Frigidaire dealer here, 
concentrating for a full week on 
pushing refrigerator sales, the pro- 
motion plan outlined by W. C. Dance, 
Inc., distributor, for dealers in its 
territory received its first big test. 

The promotion undertaken for 
Brown-Dunkin was said to be the 
largest ever attempted in this region. 
Beginning with a refrigerator food 
test for store employes, the plan 
called for a different show in the 
store every day, backed by news- 
paper advertising, spot displays in 
the store; and moving, living window 
displays. 

At the shows held in the large 
auditorium of the store, films on re- 
frigeration were shown, demonstra- 
tions of the refrigerators on display 
were conducted, and special features 
were introduced for guests. On one 
afternoon a reading of a popular 
novel was given, and another day a 
nationally known expert on home 
economics lectured. The shows were 
so designed as to bring out the 
maximum attendance of the groups 
selected. 

Aid of all employes in the store 
was enlisted by conducting a food 
preservation test in the refrigerators 
a week prior to the promotion week. 
At the start of the “refrigeration 
week,” a special store-wide employes 
meeting was held, and the results of 
the test made public. 


APPLIANCE SELLING IS EASIER WITH 


My: 


tisements. 
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G-E MOTORS 


Consumer Acceptance 


PLIANCE owners have been satis- 
fied with G-E motors so many 
years that prospects are quick to accept 
them. Not only are G-E motors im- 
mediate proof of dependable electric 
equipment, but they are another indi- 
cation that your appliances are of high 
quality. See—below—the results of 
impartial surveys that show this public 


A 


acceptance of G-E products. 


Customers Buy from You Again ... 


OU know the value of satisfied customers—they return 
for other purchases. In addition, they’re your best adver- 


You can be sure that G-E motors will please your customers 
in every respect. They are quiet. They are mounted in rubber. 
Their rotors are inherently well balanced and are correctly 
designed. Moreover, these motors do not interfere with radio 


reception. 


They’re economical, too. Built of high-quality materials, these 
sturdy motors give many years of trouble-free service. Wearing 


parts are few and are designed for years of operation. Also, G-E 
motors make friends because they do not require attention ex- 
cept oiling once a year. General Electric, Schenectady, N. Y. 
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After a detailed explanation of the 
refrigerators, it was explained that 
employes of the store would be 
enabled to purchase one at a dis- 
count, and without a down payment. 
The first payment would not come 
due until a month after the purchase. 
Salesmen in the appliance depart- 
ment received a 5% commission from 
sales to employes. 


PLAN FOR EMPLOYES 


In addition to the special purchase 
plan for all store employes, a bonus 
of $5 was given to each employe who 
turned in a prospect purchasing a 
refrigerator within 30 days after the 
name was turned in. They were 
urged to note where ice was being 
used in their neighborhood, to turn 
these names in to the sales depart- 
ment, and to have their friends turn 
in names of prospects. 

Each employe was instructed to 
talk to the butcher, grocer, and other 
tradesmen to learn of additional 
prospects. 

Wide preparation was made for 
the public showing during refrigera- 
tion week. Programs were printed 
and posted in all parts of the store, 
and copies were distributed among 
the invited guests. Large poster- 
programs were placed in elevators of 
the store and in the windows. Even 
larger posters, heralding the events, 
were placed on easels at heavy traffic 
points in the store. 


POSTERS EVERYWHERE 


New refrigerator models were 
placed at vantage points in the store, 
together with posters of the pro- 
motion program. In the lobby of the 
National Bank of Tulsa a refrigera- 
tor was on display, and with it infor- 
mation on the show. The large dis- 
play windows of the utility were 
utilized in the same fashion. 

Windows in the store itself were 
dressed up with special displays, and 
attractive girls carried on a pan- 
tomime exhibition to demonstrate 
the features of the refrigerators. 
These moving displays were said to 
be highly effective in bringing people 
into the store for the show. 

A special inducement was offered 
to church and fraternal groups, with 
10 cents being paid for each member 
attending the show. 


Programs sent to the guests in- 
cluded all information on the meet- 
ings, listed prizes to be awarded, and 
also mentioned that refreshments 
were to be served. The prizes in- 
cluded grocery orders and house- 
wares. 


Guests at the meeting were asked 
to sign a registration card and to 
give the age of their refrigerator. 
They were also asked to designate 
whether or not they contemplated 
buying one. 


FOOD PRESERVATION TESTS 


In addition to the special entertain- 
ment features at the meetings, re- 
sults of food preservation tests were 
shown to the audience. All new fea- 
tures of the models displayed on the 
stage and on the floor of the audi- 
torium were explained in detail. 


Both newspapers and outdoor bill- 
boards were used to advertise the 
show. Starting with a 168-inch ad- 
vertisement on Sunday preceding 
the show week, a 44-inch advertise- 
ment was carried in the newspaper 
on Monday and Tuesday, and 30-inch 
layouts on Wednesday and Thursday. 
In all advertising that the store 
carried during the week—this in- 
cluded all departments—a block tell- 
ing of the refrigerator week program 
was inserted. 

Cost of this newspaper and bill- 
board advertising approximated $654. 
This cost was shared equally between 
the store and W. C. Dance, Inc., the 
cooperating distributor. 


TELEGRAMS TO PROSPECTS 


To make sure that all prospects 
would show up at one or more meet- 
ings, salesmen made a personal call 
on each prospect on their lists. All 
members of the appliance department 
were urged to use every spare 
minute in a telephone contact canvass 
of prospects. On one morning of the 
show week 100 telegrams were dis- 
patched to a selected list of the 
“hottest” prospects on the salesmen’s 
lists. 

No point was overlooked in bring- 


Lack of Electricity Fails 
To Stop This Dealer 


blll) 


NTIL¢ 


Although 


14 miles from the 
nearest power line, Hickey Mer- 
cantile Co. has sold 11 major 


appliances since Jan. 1. Left to 

right are “Shorty” Campbell, 

S. N. Hickey, and A. M. West- 

moreland. 
*- * & 

ODEN, Ark.—A little detail like 
being off the “high-line” route can’t 
stop a wide-awake dealership from 
getting business, judging by the 
record of the Hickey Mercantile Co. 
here. 

Appointed a Kelvinator dealer 
only this year, the store has sold 
eight refrigerators and three wash- 
ers—despite the fact that it is in a 
town 14 miles from the nearest elec- 
tric wire! 

The Hickey dealership operates 
under the 555, Inc. distributorship at 
Little Rock, and was brought into 
the Kelvinator fold by Field Man A. 
M. Westmoreland, who won third 
place in the Dallas region in Kel- 
vinator’s recent dealer-getting con- 
test. 


ing out the prospects. Even the 
“younger set” was put down as pos- 
sibilities now or in the future, and 
the home economics classes of all 
the city high schools received special 
invitations to the meetings. 
Offered to a limited number of 
prospects, selected on a high credit 


_ rating, was a special three-point pur- 


chase plan that was to be effective 
during the month of April. This 
plan offered: first, a $5 down pay- 
ment; second, the first payment due 
on June 15; and third, a free five-day 
home demonstration, with no obliga- 
tion to buy. 

Each one of these home demonstra- 
tions was to be followed up three 
times. It was held that 88.5% of all 
refrigerators placed on demonstra- 
tion in the home were sold. 


The appliance sales force of the 
store was carefully prepped for the 
promotion week. To increase com- 
petitive spirit, a “dress-up” contest 
was instituted. An added commission 
was given to each salesman selling 
20 Frigidaires. A _ proportionately 
lower commission bonus was given to 
those selling less than that number; 
a higher commission to those selling 
rnore. 

Quota for the month was fixed at 
75 refrigerators. If the quota was 
reached, the Dance company was to 
give a party for the sales force of the 
Brown-Dunkin appliance department. 
W. E. Carlton, appliance sales man- 
ager for the store, expressed the 
belief that the mark would pass 100, 
as early indications were very en- 
couraging. 

Present to aid in the conduct of the 
show and in demonstrations were 
J. N. Varnell and R. L. Pickett, repre- 
sentatives of the Dance company. 

This distributor, located in Okla- 
homa City, has embarked this year 
on a series of promotion plans to aid 
dealers in the territory. The week 
program at Brown-Dunkin is but one 
of a series to be carried on in co- 
operation with Frigidaire dealers in 
this section. The promotion week at 
the local store was on a somewhat 
larger scale than will be attempted, 
but the same general idea of concen- 
trated effort on refrigerator sales will 
be used with other dealers. 

The promotion plans will be modi- 
fied to suit the. conditions, according 
to Mr. Varnell, who is in charge of 
the promotion work. He cited the 
case of a dealer in a small town who 
was approached one day with the 
idea of putting on a refrigeration 
show that afternoon in his store. 

Although expressing the belief that 
the promotion would not get a crowd 
in that short time, the dealer con- 
sented, and he and the distributor § 
men got to work and got together 
quite a number of his prospects. T° 
swell the crowd, microphones were 
set up in the store, and the show 
was ballyhooed to attract street 
traffic. 

Soon the crowd was so large that 
the broadcasting system was moved 
right out on the sidewalk, and the 
“parkers” and “pitchmen” went into 
their act, with gratifying results. 
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Unit Conditioner Is 
Attacked In Report 
Of Heating Group 


(‘Concluded from Page 1, Column 1) 

and in which our sources of supply 
were experimenting as well as our- 
selves. 

” The naturally has produced con- 
fusicn and misunderstandings, but it 
is the belief of your committee that 
the time has arrived when the repre- 
sentatives of this national assoc-a- 
tion should sit down with representa- 
tives of our sources of supply and 
try to analyze our problems and find 
for them sane solutions which will 
not disrupt the bus’ness of selling 
winter and summer comfort installa- 
tions. 

“Your committee has arranged the 
first of what we hope will be a series 
of these conferences. It will occur 
during the convention period. Per- 
haps it will result in some definite 
conclusions which can be presented 
to you before the convention 
adjourns. 

“Undoubtedly this conference will 
spend a great deal of time on how to 
sell more air conditioning. In this 
our interests and the interests of 
the manufacturers run side by side 
toward a common objective— 

“We want to see volume increased. 
As to methods, we may find we 
differ, especially in details. 

“For instance, some of our manu- 
facturing friends seem to _ believe 
that the installation problems repre- 
sent a deterrent to sales and there- 
fore have listened to the siren songs 
of the advocates of the ‘unit air 
conditioner.’ 

“We as contractors do not fear 
these installation problems—we know 
they can be solved so we have been 
more interested in the economies 
which might result from a use of 
remote compressor installations with 
several units attached or of central 
installations according to the require- 
ments of the owner and the struc- 
tural problems to be solved. 

“We want to assure our manufac- 
turing friends now that these instal- 
lation problems can be solved and 
will be solved. In fact, many of 
these have been solved. 

“While the so called ‘package 
merchandising’ may be attractive to 
the manufacturer’s sales manager 
who is new to the industry and sees 
in it an opportunity to free many 
types of sales outlets of the necessity 
of developing engineering skill and 
craftsmanship, it is still our belief 
that correct application is of so 
much greater importance in creat- 
ing owner satisfaction and public 
goodwill that the industry can afford 
to solve these application problems 
even if we must, in doing so, limit 
the distributive system to those out- 
lets which have or are willing to 
develop the engineering and installa- 
tion departments. 

“Your committee does not main- 
tain that the unit air conditioner has 
no place. It does. There are situa- 
tions for which it fits perfectly and 
for which it should be sold. It 
Should not, however, be looked upon 
aS a means of meeting every demand 
for store, office, or home. 

“Furthermore, someone with engi- 
neering knowledge and ability should 
decide the question as to whether it 
is the best answer to the problem. 
This question should not be left to a 
Salesman whose only interest is the 
commission he will make. 

“At this point,” Mr. DeNeille said, 
“it is only fair to warn the members 
of this national association of the 
importance of watching safety codes 
Which may be proposed for adoption 
i your city. You may find proposals 
advanced in the name of safety 
Which will make certain types of in- 
Stallation more expensive than nec- 
essary, thereby favoring the unit in 
the market of that particular city. 
Local associations should watch these 
Proposals and see that they are 
Safety proposals—fairly drawn and 
shape to be administered safely.” 

Cause of the importance of 
Safety regulations in air-conditioning 
Systems, Mr. DeNeille called the 
attention of the convention to Fire 

vention Bulletin No. 46 of the 

Mber of Commerce of the United 


(or: 
ww! 


States of America which is devoted 
to “Fire Safe Air-Conditioning Sys- 
tems.” 

In clesing Mr. DeNeille stated that 
“The big problem before this com- 
mittee, before this national associa- 
tion, and before the air-condition:ng 
manufacturers is how to increase 
volume. 

“We have something to sell. We 
have apparatus that has been care- 
fully tested and proved in the field. 
We have an aroused public interest. 
Yet sales are not climbing as rapidly 
as they should. 

“Why ? 

“That can only be answered by 
scme careful market research. We 
believe that research should con- 
stitute the program of the com- 
m'ttee on air conditioning and the 
cooperating manufacturers during 
the coming year. We believe that 
such research should seek to answer 
at least one fundamental question— 
How is Air Conditioning Sold? 

“There are lots of theories of sell- 
ing air conditioning, but only re- 
search can give a real, practical 
answer to, the question,’’ Mr. DeNielle 
said. 


Piping Contractors Don’t 
Like Proposed Code 


* (Concluded from Page 1, Column 2) 
Association, and further advises local 
associat:ons to immediately investi- 
gate and become familiar with the 
entire subject. 

“It is only a matter of a short 
time before every large city in the 
country will add to its building code 
a chapter on safety requirements 
for air conditioning and if the A.S.A. 
code is used without the suggested 
revisions, the cost of air-condition'‘ng 
installations will be ‘greatly in- 
creased,” Mr. Nachman said. 

Other subjects covered by the 
association’s committee on standards 
included’ refrigeration compressor 
ratings, boiler load recommendations, 
pipe sizes, and valves and fittings. 

A standard estimating sheet used 
for air-conditicning work has been 
made available to the association 
membership. 

Recommendations made by _ the 
committee to the research commit- 
tee of the A.S.H.V.E. included the 
rating of convectors and radiant 
heating. 

William J. Olvany of New York 
City, former treasurer of the asso- 
ciation, was elected president during 
closing sessions of the four-day 
meeting. 


Color Film Developing 
Requires Close Control 


TULSA, Okla.— Because develop- 
ment of the new color films must be 
done at a temperature of 70° F. 
with a variation of not more than 1° 
plus or minus, darkrooms now pre- 
sent a new market for air-condition- 
ing equipment. 

Bert Natkin, of Natkin & Co., has 
found that these rooms are usually 
small, and therefore can be main- 
tained at the correct temperature by 
means of unitary conditioners. 

A recent installation of this type 
was made for the Rochester Photo 
Supply Co. by Natkin engineers. 
The small darkroom was cooled by 
the application of one Westinghouse 
SA-06 air-cooled ‘Mobilaire,” oper- 
ated by a room thermostat. 

Jimmy Knox, owner and manager 
of the photo company, reports that 
since the conditioner has been in 
operation the firm has been able to 
turn out some very beautiful color 
film work. 


Super-Market In Baltimore 
Cooled By 77-Hp. System 


BALTIMORE—First super-market 
to be completely air conditioned in 
this area is the Food Fair, said to be 
the largest establishment of its kind 
here. 

The Greenmount Ave. unit of the 
Food Fair chain has been equipped 
with a 77-hp. air-conditioning system 
by Lloyd E. Mitchell, Inc., engineer 
and contractor. 


for peak pertormance 
PUT IT UP TO 


% Four-cylinder, V-type, crankshaft 


driven compressor. 


Slow speed, 


with large capacity. 


¥%& Three-ring pistens; cylinders dia- 
mond-bored and honed. Hard- 
ened crankshalts. 


%& Removable compressor valve plate. 
Bullseye oil gauge. Convenient 
rocker type motor adjustment. 


REFRIGERATION 
- POWER PLANTS 


PAR refrigeration power plants are offered in six sizes (114 H.P. 
to 10 H.P.) and are designed for use with evaporative con- 


densers. They may be installed in any multiple combination to 


handle practically all air conditioning applications—with plenty 


of capacity in reserve. 


See PAR Units at Your Nearest Jobber: 


Akron, Ohio Milwaukee, Wisconsin San Francisco, California 
Percy G. Hanson Refrigeration Specialty Co. California Refrigerator Co. 
Albany, New York Minneapolis, Minnesota Seattle, Washington 
Melchior, Armstrong, Refrigeration & Industrial Refrigerative Supply, Inc. 

Dessau Co. Supply Co. Shreveport, Louisiana 
Atlanta, Georgia Mobile, Alabama Interstate Electric Co. 
Bowen Refrigeration Harris Fixture Co. Sioux City, Iowa 

Supplies, Inc. Montgomery, Alabama Dennis Refrig. Supply Co. 
Baltimore, Maryland Teague Hardware Co. South Bend, Indiana 


Davenport, Iowa 

Republic Electric Co. 

Dayton, Ohio 

W. H. Kiefaber Co. 

Denver, Colorado 

Refrigeration Parts & 
Supply Co. 

Detroit, Michigan 

W. C. DuComb, Inc. 


Boston, Massachusetts 

Melchior, Armstrong, 
Dessau Co. 

Brooklyn, New York 

Melchior, Armstrong, 
Dessau Co. 

Buffalo, New York 

Melchior, Armstrong, 
Dessau Co. 

Root, Neal & Company 

Cedar Rapids, Iowa 

Dennis Refrigeration 
Supply Co. 

Charleston, West Virginia 

Air Conditioning & 
Refrig. Sup. Inc. 

Charlotte, North Carolina 

Henry V. Dick & Co. 

Chattanooga, Tennessee 

Pegler Machinery Co. 

a Illinois 

H. . Blythe Co. 

Cincinnati, Ohio 

Merkel Brothers Co. 

Cleveland, Ohio 

Debes & Co. 

Columbia, South Carolina 

Henry V. Dick & Co. 

Columbus, Ohi 


, Texas 
The Electromotive Corp. 


obligation. 


MODER 
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) 
he hes-Peters Electric Co. 
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Pt. Worth, Texas 

McKinley 

Greensboro, North Carolina 

Home Appliance Service Co. 

Harrisburg, Pennsylvania 

Melchior, Armstrong, 
Dessau Co. 

Houston, Texas 

D. C. Lingo Co. 

Indianapolis, Indiana 

F. H. Langsenkamp, Inc. 

Jacksonville, Florida 

The Jamita Co. 

Kansas City, Missouri 

Forslund Pump & 
Machinery Co. 

Lexington, Kentucky 

United Service Company 

Lincoln, Nebraska 

Weckham Supply Co. 

Los ene California 

Frank Gillett Co. 

Refrigeration Supply Dist. 

Louisville, Kentucky 

S. W. H. Supply Co. 

Macon, Geor, 

Lowe Electric Co. 

Madison, Wisconsin 

Refrigeration Specialty Co. 

Memphis, Tennessee 

United Refrigerator 
Supply Co. 


efrig. Supply Co. 


New York City, New York 

Melchior, Armstrong, 
Dessau Co. 

Norfolk, Virginia 

Noland Co. 

Oklahoma City, Oklahoma 

Mideke Supply Co. 

Omaha, Nebraska 

Interstate Machinery & 
Supply Co. 

Peoria, Dlinois 

R. E. Thompson Co. 

Philadelphia, Pennsylvania 

Melchior, Armstrong, 
Dessau Co. 

Phoenix, Arizona 

Refrigeration Supply 
Distributors 


Pittsburg Pennsylvania 
Melchior, Armstrong, 
Dessau Co. 


Portland, Oregon 
Refrigerative Supply, Inc. 
Raleigh, North Carolina 
Henry V. Dick & Co. 
Richmond, Vir a 
A. R. Tiller, Inc. 
Rochester, New York 
Melchior, Armstrong, 
Dessau Co. 
Sacramento, California 
Hinshaw Supply Co. 


Melchior, Armstrong, Young Supply Co. Nashville, Tennessee F. H. Langsenkamp, Inc. 
Dessau Co. Des Moines, Iowa The Starr Co. Spokane, Washington 

Birmingham, Alabama Dennis Refrig. Supply Co. Newark, New Jersey Totrigesation Parts Sup. Co. 

Refrigeration Supplies Flint, Michigan Melchior, Armstrong, Springfield, Dlinois 
Distributor Shand Radio Specialties Dessau Co. Springfield Refrigeration 


Supply Co. 

Spemeaeele Massachusetts 
elchior, Armstrong, 
Dessau Co. 

St. Louis, Missouri 

Brass & Copper Sales Co. 

Tampa, Florida 

Bowen Refrigeration 
Supplies, Inc. 

Toledo, Ohio 

Heat & Power 
Engineering Co. 

Tulsa, Oklahoma 

Machine Tool & Supply Co. 

Washington, D. C. 

Melchior, Armstrong, 
Dessau Co. 

Waterloo, Iowa 

Winterbottom Supply Co. 

Wichita Falls, Texas 

United Electric Service Co. 

Toronto, Ontario, Canada 

Railway & Engineering 
Specialties, Ltd. 

Montreal, Quebec, Canada 

Railway f Engineering 
Specialties, Ltd. 

Winnipeg, Manitoba, Canada 

Railway & Engineering 
Specialties, Ltd. 


EXPORT DEPARTMENT—Melchior, Armstrong, Dessau Co.—New York City, New York 


Write or Wire for FREE CATALOG! 


Your copy of the Par’s 1939 Catalog ’R” is waiting. It contains much 
information of interest and value, and will be sent without charge or 
Give us your name and address. 


N EQUIPMENT CORPORATION 


DEFIANCE, OHIO U.S.A. 
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BIDDING vs. 


BID—act of one who bids something; an 


offer, as of a price at an auction. 


SELL— to make a sale or sales by devices 
of salesmanship. 


be IG markets are not brought into being by 
demand on the part of the buying public. 
People do not go to the manufacturer and say: 


““Make this for me.” 


The marketing process works the other way 


around. 


The manufacturer, perceiving a need on the 
part of the public, makes the article to meet 
that need and then approaches the potential 
buyer saying: “You need this and here’s why, 


and how, and what it costs.” 


I; refrigeration had been content with a 
display of models on retail sales floors and had 
waited for the purchaser to come and buy, most 


of those models would still be sitting there 


keepers were of the firm conviction that nothing 
could replace old-fashioned methods for 
serving beer as cold as their trade demanded. 
Sales resistance existed aplenty—until specialty 


salesmen got on the job. 


The refrigeration business did not just grow, it 


was built by specialty selling methods. 


And so with air conditioning. It, too, must 


be sold. 


A IR-conditioning equipment today moves 
from the manufacturer to the buyer through 


one of two principal outlets: 


1. Large contracting companies who 
- obtain their orders by bidding on 
specifications submitted to them, 
who maintain no sales organiza- 
tion and who are not set up to do 


creative selling. 


SELLING 


2. Specialty sales organizations whose 
main income is derived from the 
sale of equipment, who maintain a 
topnotch sales force and an 
efficient service staff and who 


devote their effort to making sales. 


Where the sale of air conditioning has been 
placed in the hands of those who wait for 
opportunity to come to them, sales are likely 


to be sluggish. 


Where air-conditioning franchises have been 
granted to specialty selling organizations, more 
activity and improved sales volume may he 


expected. 


% UCCESSFUL specialty selling represents 
tiptop salesmanship. These men have training 
plus experience. They create their own oppor- 
tunities. They expect to encounter sales 


resistance and know how to overcome it. 
They know how to go out and get orders. 


This same group which has been so outstand- 


ingly successful in marketing refrigeration in 


today. Refrigeration had t l ialt 
ee ee a ee large volume is available to the manufacturer ‘ 
selling methods. , i ¢ 
of air conditioning. 
3 
Mrs. McCarthy on Grand Avenue did not put on They offer him the shortest route to satisfactory | 
her coat and hat and rush downtown to buy an sales volume. 

R , b 
electric refrigerator as soon as she heard that Pe 
one of the stores had them for sale. T OPNOTCH salesman know their business. . 

An important part of their knowledge is a p 
Several enterprising salesmen called at her thorough understanding of the market itself, = 
house before that shiny new refrigerator was complete information covering their own and - 
spotted in her kitchen. other products, and a clear perception of the Z 
activities of competition. - 
Mr. Schultz on Dorr Street had enjoyed a mighty pe 
fine trade on his fresh meats for many years That is why these topnotchers make it their is 
without realizing the need of mechanical refrig- business to read Air ConpiTioninc & REFRIc- : 
eration. His customers came from all over ERATION News every week. It supplies them in 
Air Conditi "1 

town and he was satisfied. r On tionin g information they can and do use. 
pe 
th 
But Mr. Schultz has electric refrigeration today NE ED N) They read the news. They read the advertise- *e 
and thinks it’s great! A salesman sold him. ments. Manufacturers may rightfully regard ue 
Pr 
| SA L ESMANSHIP the News as the most important single medium , 

When beer first came back old-time tavern through which to contact them. 
- Sa! 
Air Conditioning & Refri ion N 
ir Conditioning elrigeration |News 
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Proper Answers To 4 Questions Asked By 
Conditioning Prospect Can Result In 
Sale — and Here Are the Answers! 


By Wm. H. Price, Jr. 
Recently Vice President in Charge of Sales, Carrier Corp. 


1. WHY HAVE AIR 
CONDITIONING AT ALL? 


There are only two basic motives 
which cause or motivate people to 
act. These are: 

(a) A fear or a menace. 

(b) A personal or a selfish pride. 


The merchant who buys air condi- 
tioning buys it only because he is 
fearful of his competitor across the 
street taking his business away 
from him, or because he wants to 
be the “best known” merchant on 
the street, etc. 

Therefore, use one or both of 
these motivating forces in your sales 


story. 


2. WHY HAVE AIR 
CONDITIONING FROM THE 
“Z" COMPANY? 


You are now getting into the 
selfish part of your story. In Chapter 
1 you were merely trying to sell the 
prospect the idea that air condition- 
ing, from any reliable source, would 
be a good buy, but now you attempt 
to sell him your job. 

(a) Tell him of the Background 
of your company. 


(b) Tell him of the Experience of 
your company in the air-conditioning 
business; of the large and small 
jobs it has done; of the variety of 
types of jobs it has done, etc. 


(c) Put the Background and the 
Experience together to create Con- 
fidence on the part of the prospect 
in your job. 

(d) Confidence in your company 
alone will not be enough, as sooner 
or later the prospect will be inter- 
ested in the equipment you use, so 
tell him of the Points of Product 
Superiority which are involved in 
your equipment. 


A proper handling of the above 
four items will enable you to do a 
good job of moving the prospect to 
desire a job to be done by your 
company. 


3. WHY AIR CONDITIONING BY 
THE “Z” COMPANY AT THE 
“Z" COMPANY’S PRICE? 


Here is where real selling has to 
be done, for if the salesman has 
accomplished a good job in Chapter 
2, of course the prospect wants your 
product. 


BUT is he willing to pay your 
price, or will he beat you down to 
the point where you have another 
“installation” and where you have 
gained nothing financially thereby? 

Teach your salesmen about 
“evaluation.” The prospect knows a 
few reasons why he should have air 
conditioning, which he has heard 
from other people, read in the 
papers, or learned from his com- 
petitors. But your salesman should 
know many more reasons than does 
the prospect, and the salesman 
should be able to value each of these 
reasons in dollars of first cost, or 
dollars per year of owning and 
operating cost. 

Demand that the salesman, with 
pencil and paper, go through with 
the prospect all the reasons, and 
that he reach a mutually satisfac- 
tory evaluation for the job. For 
instance: 


Prospect Knows Reasons 1 
2 
3 
4 
5 
6 
: 3 


8 
and sets a value of $2,000 
Saicsman Adds Reasons 9 


and adds a value of $ 350 
New total evaluation in 
Prospect’s mind ........... $2,350 
Int itelligently, thoroughly, and care- 
a done, the above method will 
mn stly bring the prospect around 
© @ truer evaluation of the service 
than he has ever had before. 
But do all this on a piece of paper 
with the prospect, because unless 


a 
wy 


you list all the reasons the prospect 
knows, he will claim he was includ- 
ing some of the new things that the 
salesman tells him. It’s just human 
nature to do so. 


Tell your prospect about insurance. 
In this country we are all very well 
educated to the carrying of insur- 
ance policies, not just one kind, but 
a great variety. And we all know 
that insurance is a cost item, paid 
for in premiums. 


Suppose your price is 10% higher 
than your competitor’s. This ex- 
cess can be spread over eight to 10 
years’ life of the equipment, and 
when this 10% (in dollars) with 
interest is spread over such a period, 
the annual cost of an insurance 
policy in one of the best insurance 
companies in the air-conditioning 
field is not high. 


This is honest reasoning with the 
prospect, and it works. He buys 
insurance to assure the job working 
right the first time it is turned on, 
instead of after repeated calls of 
service men. 


He buys insurance in the integrity 
of the manufacturer. He insures 
against “orphan” equipment; against 
excessive service costs, etc. 


4. WHY BUY FROM THE “zZ” 
COMPANY AT “Z’s” PRICE, 
NOW? 


If successful in the first three 
chapters of the selling story, the 
usual methods of “closing” are then 
employed, about which a good or 
successful salesman needs no educa- 
tion, in this article. 


If you will train your men religi- 
ously, and school them diligently in 
a story such as you can easily de- 
velop from your own business, you 
can be guaranteed that your volume 
of sales will increase and that your 
gross margins will improve. 


HAVE YOUR MEN SEE THE 
VITAL FACTORS IN A SALE 


In any negotiation for an air- 
conditioning job, there may be many 
factors or influences involved. There 
may be an interior decorator, there 
may be an architect, there may be 
an engineer, or there may be a con- 
tractor. 


Any of these factors which may 
be present are important, of course, 
and each should be thoroughly sold 
by your salesman so that they are 
all on “your team.” 


But too often the case is rested 
here, and we neglect to take into 
account another very vital factor, 
namely, the owner, the man or or- 
ganization who pays the bill, the 
man who can say, “yes.” 


I am not advocating going over 
any heads, but I do believe that the 
opportunity should be made to pre- 
sent your case first-hand to the man 
whose money is spent in first cost 
and in operating cost. So I suggest 
that you see all the vital factors in 
the case. 


TELL THE RESULTS, NOT 
THE THING ITSELF 


Constantly remind your salesmen 
that the great majority of purchases 
(of anything) is made because of 
what the article, product, or services 
will give in results, to satisfy a 
personal or a selfish desire, or to 
avoid a menace, rather than because 
of what the article or product is. 

Therefore we must more and more 
appeal to the emotional side of the 
prospect’s nature, and less and less 
to the nuts and the bolts and the 
iron which make up our equipment; 
less and less to whether some dimen- 
sion is 1%, as against 14; less and 
less to speeds, B.t.u., velocities, and 
the like. 

Let’s take a department store as 
an example. Do you really think 
that the owner, the man who can 
say “yes,” cares at all about what 
he is buying, or does his chief in- 
terest lies in what an air-condition- 
ing system will do for him? 

If the owner of this department 
store were privileged to ask God or 
Roosevelt for two things, with the: 
assurance that his wishes would be 
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‘He Sez To Me oail | Sez To Him’ 


Selling is a matter of saying the right thing at the right time 


to the right person. 


Last week Mr. Price told how to find the 


right person. This week he presents a “drawn from life” analysis 
of what to say to a qualified prospect. 


As vice president in charge of sales for Carrier, Mr. Price 
spent most of his time in the field, working with distributorships 


and on actual sales. 


Out of hundreds of actual experiences, he 


has learned how to present the air-conditioning sales story. This 
is the third of his articles on the hows and whys of selling 


air-conditioning products. 


granted, what do you think his 
wishes would be? 

First he would say, “Dear God: 
have more people enter my store’; 
and his second request would be, 
“Dear Mr. President: have all people 
who enter my store remain within 
the store a little longer.” 

We have the answer to these two 
prayers in our service of air condi- 
tioning. 


Tell your men the following story, 
which is fabricated partially from 
fact and partially from fiction, but 
which perfectly illustrates the above 
points: 

In New York City there are two 
large department stores almost di- 
rectly across 34th St. from each 
other. These two stores cater to 
similar clientele and are in serious 
competition with each other. 


One of these stores air conditioned 
a portion of its building a few years 
ago, and policemen actually had to 
be placed at the doors to handle the 
mass of people who were crowding 


into the 
within. 


Of course they didn’t all go in to 
buy. Some bought, others went in 
intending only to cool off, and others 
went in intending to meet friends by 
appointment. But this didn’t bother 
the owner at all, for he was getting 
what he considers a priceless ele- 
ment in his business, traffic through 
his store! 

He, as a good merchant, will dis- 
play and price his merchandise for 
the public to buy, but he needs the 
people there to see it. 

Subsequent to the initial installa- 
tion more floors of the same store 
were air conditioned, and the mer- 
chant soon began to receive addi- 
tional benefits through having catered 
(selfishly) to “his public’s” comfort. 


Now then, one _ hot, muggy, 
August afternoon, a salesman sought 
out the owner of the un-air-condi- 
tioned store across the street, and 
influenced him to go up on the roof 
for a breath of air. Leading the 


comfortable conditions 


owner over to the 34th St. side of 
the roof, the salesman said: “Look 
down on 34th St., Mr. X, and tell 
me what you see.” 


What did Mr. X see? He saw 
men, women, and children coming 
out of the 34th St. entrances of his 
store, men with their hats and coats 
off, mopp:ng their brows, women in 
a bedraggled condition that could be 
seen even from the height of the 
roof. 


And what else? Where were these 
people going? They were going di- 
rectly across 34th St. in such droves 
that traffic was impeded, and into 
the air-conditioned store across the 
street. 


And again, what else did Mr. 
Owner X see? He saw nobody com- 
ing out of the air-conditioned store. 
Apparently people went in there and 
remained forever! 


His good trade going to his com- 
petitor! Remaining in his competi- 
tor’s store a long time! 


That was enough for him! Did he 
ask the salesman how fast his ma- 
chines revolved; how much air and 
at what velocity would be blown 
into the store; where the machinery 
could be put? 


No, he did not! He merely turned 
to the salesman and said: “I'll take 
a quarter of a million dollars’ worth 
of whatever it is that causes people 
to do what I see them doing down 
there!” 


And thus the actual sale (no, not 
the contract) was made right then 
and there to the man who was the 
vital factor (the owner) the man 
who could say “Yes.” Plenty of time 
later for the engineering and draft- 
ing work to be done. 


DIAPHRAGM PACKLESS VALVES fe 


FOUR 
MOVING 


Four Metal 
Diaphragms 
Replaceable 
with Valve 
Under 
Pressure 
Long After 
Service. 


Heavy Steel 4-Hole 
Mounting Flange : 
Cadmium Plated, a. 
Rigidly Attached 
with Case Hardened 
Phillips Recessed 
Screws. 
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Easy Grip Handwheel. 
Securely Fastened to 
Stem. 


Replaceable Flat 
Composition Seat 
Insert. 


Raised Body Seat As- 
suring Ease of Opera- 
tion and Positive Seal. 


Constant improvement is the price of Kerotest leadership in 
refrigeration valve design. Ten years ago Kerotest originated 
and introduced the famous Diaphragm Packless Valve. Pressure- 
tested and proved-in-service in thousands of refrigeration 
systems the world over, Kerotests are recognized today as the 
greatest development in valve design in the refrigeration world. 

Now as a further measure of Kerotest leadership, are the 
seven new refinements featured above—seven new reasons why 
Kerotest Diaphragm Packless Valves are the most widely used 
and specified valves in the air-conditioning and refrigeration 


industry. 
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AIR CONDITIONING & REFRIGERATION NEWS, JUNE 7, 1939 


Utilities’ Place In Appliance Selling Is a Major Issue To Georgia & Carolina Dealers 


Power Firms Praise Benefits of Competition 
Over Cooperation; Dealers Aren't So Sure 


By Robert Price 


Atlanta, Ga. 


Excessive dealer cooperation leads 
to subsidization and is the quickest 
way to cut down the agressiveness 
of the dealers, in the opinion of of- 
ficials of the Georgia Power Co., 
which this year has unleashed a 
strong merchand'sing campaign to 
push appliance sales up. 

The drive has increased sales in 
refrigerators, ranges, and other ap- 
pliances far ahead of last year’s 
figures for the first quarter. Dealer 
reports indicated that their appli- 
ance sales were running only slightly 
ahead of last year. Some of the 
larger dealers, however, were keep- 
ing pace with the utility to make 
the overall analysis of this season’s 
business—“‘better and bound to im- 
prove.” 


The utility has not neglected co- 
operation entirely, and effort is being 
made to put all dealers on the same 
footing as Georgia Power, as far 
as maintaining prices and terms is 
concerned. Mr. Smeeton, utility 
official, said that his company was 
now in the position of a big dealer. 


“Where it used to be all dealers > 


against the power company, it is now 
dealer against dealer competing with 
the same general selling methods,” 
he explained. 

Other moves to aid the dealer have 
been made—cooking schools, home 


service department available to deal- 
ers, training courses, and all the 
other usual utility helps have been 
offered dealers—yet have not been 
successful in moving the great 
major:ty of them to take full advan- 
tage and increase selling effort, 
power company officials claim. For 
this reason, the utility believes 
that dealers cannot yet carry the 
full burden of selling appliances—or 
won’t carry it— and has decided 
to sell where dealers have failed. 


“Give the majority of the dealers 
a signed order in their hands and 
they are satisfied,” Mr. Smeeton said. 
“Otherwise, they will sit around and 
complain about business, instead of 
going after it. And we know that 
the business is there for the taking.” 

The easy sales are made, sales 
where the dealer is satisfied to make 
10% on a deal. Distributors, ac- 
cording to Mr. Smeeton are taking on 
too many of these poor dealers, in 
some cases subsidizing outlets to 
gain a temporary volume. After 
they have milked a certain territory 
of all the ready business, out comes 
the dealer. These disappearing deal- 
ers have left an acute service prob- 
lem all over the Georgia Power terri- 
wee 
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Tas Maes Dealers & 
Too Many Cutthroats’ 


“Problems? Our problems are no 
different in Atlanta than in many 


COOK eta 


Cook Automatic No. 107, on location 


What your prospects can make big money on, 
you can make big money on. And the counter- 
man who serves a 10¢ Frozen Malted made ina 
Cook Automatic knows that he’s taking in 7¢ 
gross profit, that on 600 drinks he grosses $42.00. 
Profit potential on a single machine is exceed- 


| FROSTED 
= DAALTED MILK © 


MAJESTIC 


REFRIGERATOR 
CORPORATION 
N. Y. Servel Distributor 


says: 


“A MONEY-MAKER” 


“PRICED RIGHT” 


“SELLS FAST” 


ingly high: $8.40 per hour! The only self-con- 


tained, portable freezer for counter or back bar- 
refrigerated, fool-proof. All parts standard, by manufacturers nationally famous 


entirely automatic, electrically 


for quality. No refrigeration installation needed. To operate, just plug in. 

In short, a complete package unit that will interest every drug store, soda 
fountain, wayside stand. Carried on by the tremendous, rapidly growing wave of 
demand for Frozen Malteds, every sale produces two more sales—and your 


discount is large. 


BECOME A COOK AUTOMATIC DISTRIBUTOR 
AND REAP TREMENDOUS PROFITS! 


Now is the time to make the biggest profits, with summer right ahead and the 
Cook Automatic advertising campaign breaking in the magazines. In many 
territories distributors are already cashing in handsomely, but some choice 


territories are still open. 


Write, wire or phone today for attractive distributor proposition 


COOK SALES CORPORATION 


National Sales Headquarters 
GENERAL MOTORS BLDG + 1775 BROADWAY, NEW YORK 


Telephone Circle 
Boston, Mass. Telephone Kenmore 6800 


Home Office: 419 Boylston St., 


5-8870 


PGxen cities all over the country,” 
said Mr. Shelley, appliance manager 
at Rich’s, Inc., one of the largest 
department stores in the South. Mr. 
Shelley just completed a survey tour 
of large cities in the Middle West, 
and reported that problems there 
were identical with those experienced 
in his own store. “Briefly,’’ he said, 
“it is a case of the many small 
dealers cutting the big dealers’ 
throats. There are too many dealers, 
and not enough business to go 
around. Hence, very few are able 
to make money.” 


With a 42% colored population in 
Atlanta, and a reported saturation 
point of 75% on residential meters 
reached, replacements are making up 
the major part of the market and 
are causing most of the troubles. 
The only answer to the problem of 
trades is to inflate the prices to 
take care of the losses, thinks Mr. 
Shelley. 


What is most needed is help from 
the manufacturers in controlling the 
number of dealers and the prevalence 
of price slashing and high trades. 
How? Mr. Shelley’s solution is to 
have all the large dealers refuse to 
buy from the major manufacturers 
for one year, and in that year to 
sell cheap boxes. This, he thinks, 
is the only way to have them bring 
some measure of stability and profit 
back into the industry. 


One of the best sources of new 
business, that in new homes, has 
been taken by distributors and elec- 
trical contractors, Mr. Shelley 
charged. The condition in the appli- 
ance industry was likened to that 
which existed—and still does to some 
extent, he added—in the automobile 
industry. Just as in the latter field, 
Mr. Shelley expressed doubt that 
relief would be offered before ‘“‘every- 
one goes broke.” 


‘There Will Never Be 


A Depression For Us’ 


“There will never be a depression 
for us in the refrigeration business,” 
says J. G. Oliver, appliance sales 
manager of King Hardware Co., 
Frigidaire and Norge dealer. Mr. 
Oliver refuses to be disturbed by 
rising saturation, the troubles at- 
tending the replacement market, or 
any of the other common complaints 
of dealers today. 


He is not only an “idea man,” but 
has vast capacity for work as well. 
“I don’t drive my men,” said Mr. 
Oliver, “I lead them.” 


Last year he led them to total 
sales of 460 refrigerators, and this 
year the business for the first four 
months was running 33144% ahead 
of last year—‘with the season only 
just started.” 


On trade-ins, Mr. Oliver says that 
there is no sense in losing money. 
On an average he offers $40 for an 
old box and realizes $70 or $80 on 
the resale price. If he runs _ into 
a tough deal, he sells the customer 
the idea of buying a good used box 
—reconditioned by his own service 
department, guarantees the refrig- 
erator for a year, and then keeps 
contact with the user with the 
thought of selling a new box within 
the guarantee period. 


Consistent advertising is one of 
the market openers used by this 
store. Rate holders are inserted on 
used boxes, and specials on last 
year’s models are advertised just 
before “‘pay days” of the large indus- 
tries in town. Advertising, however, 
never runs more than 4 or 5% of 
the sales. 


Mr. Oliver did not utter one com- 
plaint about the admitted presence 
of price cutting and trade-in chisel- 
ing that he runs into. He recognizes 
the conditions, but runs them into 
the ground with sales results. “I 
have to laugh,” he said, “at some of 
my friends in the appliance business 
who sit in their stores and continue 
to cry the blues. There is only one 
way to keep sales moving along, and 
that way is to go out and dig—then 
dig some more.” 


More Lines Mean More 


Sales, Sterchi Believes 


Sterchi Brothers, chain department 
store dealer, carries four makes of 
electric refrigerators in its Atlanta 


store. “If we had one line of living 
room suites in our store we couldn’t 
sell everyone, and we feel that, by 
the same token, we catch more re- 
frigerator buyers by having more 
than one lI ne,” explained Joseph 
Almand, department manager. 


The store sold some 400 refrig- 
erators in 1938, and this year the 
volume is up 25% for the first four 
months. Most felt is the competi- 
tion of the small dealer, undercut- 
ting and over-trading, and the great 
inroads made by the mail-order 
stores on the low-income markets. 


Mr. Almand believes that the 
standard-brand dealer should have 
more discount “to trade with,” giving 
the dealer and the salesman a chance 
to catch a share of the low-price 
buyers and still come out with a 
fair profit. 

Range sales are difficult to make 
because of the installation costs that 
are charged to the dealer by the 
utility. Although Georgia Power has 
reduced this the remaining cost has 
slowed up range sales. Mr. Almand 
suggested that the utility remove the 
charge from the dealer—who now 
has to add the installation cost to 
the price of the range—and charge 
the customer at the rate of $l a 
month on his electric bill. 

He believes that the utility has no 
business in merchandising competi- 
tively with regular dealers. More 
effective promotion and a large total 
sale could be had by shifting all the 
selling to the dealers, Mr. Almand 
said. As it is, dealers have not full 
confidence in the cooperation offered 
by a utility—‘‘which holds out the 
olive branch in one hand, and holds 
the club of aggressive appliance sales 
competition in the other.” 


Greensboro, N.C. 


A knock-down, drag-out battle 
between the local _ utility, Duke 
Power Co., and the independent ap- 
pliance dealers here is forcing the 
dealers to look around for a towel to 
throw in, or for a referee to throw 
the utility out of merchandising. 


The utility sells not only to in- 
crease the power load, but also to 
realize a profit on appliance sales. 
The merchandising department con- 
ducts campaigns throughout the year 
to call in every available prospect. 
One of the biggest sales clinchers is 
the offer of free service to customers 
while they are on the utility’s lines. 
Parts for service jobs are extra. 
The efficiency and availability of the 
service department is an advertised 
added attraction for refrigerator and 
range buyers. 


No trades are taken, except on 
Kelvinator units, which the company 
Sells, and arrangement is made with 
the manufacturer for these trade 
allowances. The company has no 
carrying charge, and 10% discount 
is allowed on a cash sale. 


Add all these to a trained selling 
force, and the answer is the biggest 
selling job done in_ town. In 
1938, first-quarter refrigerator sales 
amounted to 120 boxes. This year’s 
sales climbed to 162 units. This gain 
was partly explained by the fact that 
the company started its annual 
spring campaign much earlier this 
year. Range sales dropped from 91 
in four months last year to 51 this 
year. The decrease also had its 
explanation in a campaign, the range 
drive being delayed. 


It is estimated that there are now 
some 7,000 electric refrigerators on 
the Greensboro lines; there are 15,000 
domestic meters. There are only 
1,800 electric ranges on the lines, 
and the next big selling drive will be 
centered on this item. Advertising 
promotion on electrical products is 
confined to “see your dealer” copy. 
Dealers are considered as com- 


petitors for the same business, and 
are treated as such. 


‘Utility Cooperation 
Would Help Everyone’ 


F. S. Kimrey, appliance salesman 
at Bocock Stroud Co., General 
Electric dealer, believes that inde- 
pendent dealers could load the power 
lines of the utility to capacity—if 
they were given cooperation. This 
store, carrying sporting goods as 
well as appliances, reports that 
sales this year are keeping pace with 
last year’s volume for the first four 
months. Utility competition is most 
felt, Mr. Kimrey feels, because 
dealers cannot offer the same terms, 
nor the same special services. 


Sales that escape the appeal of the 
utility’s terms and campaigns fall to 
other dealers, who are engaged in 
the usual battle to garner remaining 
business. The city has seen the 
demise of many appliance businesses, 
and it is predicted that “that old 
killer,” trade-in, will drive out many 
more. 

The Bocock Stroud store, Mr. 
Kimrey said, realizes that what is 
most needed is a selling story that 
will sell refrigerators and ranges 
over any and all objections. On 
trade-ins, the store has_ reduced 
many of the demands for high 
allowance by offering a “bonus,” 
should the unit be resold above a 
certain price. 


Meyer’s Range Sales 
Smashing “38 Mark 


To aid its “buying traffic,’’ Meyer's 
Department Store, Frigidaire dealer, 


‘is remodeling a ground floor store 


for use as an appliance outlet. At 
the present time the selling is done 
from an upper-level section of the 
large store, and sales have been 
affected. 

Refrigerator sales are not break- 
ing any records at this store, but 
range sales up to April were ahead 
of total sales for 1938. Accusing 
finger was leveled at the utility and 
at the small dealer, both of whom 
were charged with making the main- 
tenance of price and trade-in allow- 
ance next to impossible. 


Refrigerators Sold 
On Consignment 


At Teague-Mackie Furniture Co. 
we found something a little dif- 
ferent in refrigerator selling. This 
store takes refrigerators on con- 
signment from a regular dealer in 
the city. The boxes are sold and 
the store receives a regular commis- 
sion. A full line is not carried, but 
customers are taken to the show- 
room of the regular dealer. No ap- 
pliance salesmen are employed, the 
customers coming mostly through 
other accounts. A good many of 
the headaches of the regular dealer 
are erased by the consignment ar- 
rangement, and all the profit is pure 
“velvet.” 


Have ‘a Small Business 


That Is Run Well’ 


After seeing his 1937 refrigerator 
volume sink to a scant one-third in 
1938, Mr. Pickett of Pickett’s, Inc. 
Leonard and Gibson dealer, looked 
around for the answer and found it 
in a crew of salesmen who didn't 
produce. This dealer cut them loose 
and now has a constantly improving 
appliance business, with himself as 
the star salesman. 

He has done as high as $1,500 4 
week in personal sales, and has plans 
this year that call for “some real 

(Concluded on Page 9, Column !) 
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You can sell more Copelands 


j price means 


Today's market is price-minded. 
“lower-down-payment and easier terms” 
and those are magic words! 


because they‘re priced to sell! 


Copeland's low 


Get the facts about 


Copeland's extraordinary proposition. Write today! 
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Knoxville Dealers Develop Unusual Methods 


of Controlling Trade-Ins & “Discount Selling 


(Concluded from Page 8, Column 5) 
improvement.” Mr. Pickett believes 
that the best way to beat the opposi- 
tion is by having “a small business 
that is run well.” To that end he has 
acquired two crack service men, who 
service all makes of boxes, and who 
have become a good selling point for 
new customers. So efficient is this 
department that it now pays for one- 
half of the overhead on the entire 
operation. 

The big new market this year will 
come from the rural areas, said Mr. 
Pickett, and he believes that this 
class of buyer purchases on price 
and gadgets. So he has stocked the 
lower-priced Gibson units to hit this 
trade. A higher discount on this 
box makes it especially attractive 
for the dealer, Mr. Pickett remarked. 


Although the store is connected to 
a gas station, there is no direct busi- 
ness connection between the two 
operations. The value of splitting a 
business into separate departments 
was explained by the sage phrase— 
“If you have a dead cat on your line, 
there is no use of its being there. 
If you have all your departments 
mixed together it is hard to find the 
profit drag.” 

Commenting on utility competi- 
tion, Mr. Pickett said that he was 
hard put to meet this competition on 
price alone. “A company selling the 
juice should allow the dealers to sell 
the juice users,” he reasoned. 


In the next breath, he was unfold- 
ing new plans for outwitting the 
many dealers who are out after the 
same business. “The more users I 
can get, the more future sales will 
be gained,” he finished, “for what 
someone else says about your prod- 
uct—provided you give satisfaction— 
is 100 times better than anything 
you yourself can say.” 


Knoxville, Tenn. 


With electric rates down, appli- 
ance sales up, and profit leaks 
plugged by strong dealer coopera- 
tion, most of the dealers here put 
the stamp of “success” on TVA 
power. 

The City of Knoxville Electric 
Department, retailing TVA _ power, 
has been out of appliance merchan- 
dising since 1935. Through planned 
campaigns and promotion, the utility 
has built up the power consciousness 
of people in this area, and has had 


no small part in keeping dealers in 
line on trade-ins and price main- 
tenance. 


PROSPECTS LOOK GOOD 


Real gains were not recorded right 
at the offset, but early reports this 
year indicate that the area is now 
ready and willing to take advantage 
of economically operated electrical 
appliances. March was the highest 
in volume ever recorded in Knox- 
ville ($169,279 in sales), and only two | 
other months since January, 1936, | 


Surpassed that month in total resi- 
dential sales. | 


During the first “Electrical Appli- 
ance Week,” held in March, $58,000 
i major appliances were sold. The 
next week almost equaled this 
record. For the first quarter last | 
year, 631 refrigerators were sold, as 
compared to 699 this year. Sales of 
electric ranges and water heaters 
Were far ahead of 1938 figures. | 
Estimated market saturations on _ 
the utility's 30,000 residential meters 
is 57% on refrigerators, 21% on 
ranges, and 414% on water heaters. 


TRADE-INS CONTROLLED 


In addition to the utility cam- 
Paigns to uncover prospects for co- 
operating dealers, extensive adver- 
oe _on the benefits of “electric | 
r ing, and promotion of the TVA, 
— are aided to profit sales by | 
= 4 pPpliance trade association, 
se been active in eliminating 
ti conflicts and excessive dis- 
inte While not all of the dealers 
the _With the association’s activities, 

Situation is pretty well controlled. 
Pan trade-ins, the first dealer mak- 

& &@ bid on an old box reports his 

rg é utility. Other dealers 

are bidding for the business 
on a top price to be | 
ns o This gives all dealers the 
fee ance on trade allowance, and 

PS the allowance from going sky- | 


| 


high as a result of competitive bid- 
ding. 

On discount selling, the dealers 
have solved the problem by another 
method not quite so ethical—but one 
that works. If a dealer begins offer- 
ing discounts, all the other dealers 
get a list of his customers and the 
price they paid. Then the discounts 
for each sale are compared. If they 
do not amount to the same, the cus- 
tomer getting the least discount is 
advised to “go back to your dealer 
and demand that he give you the 
same discount as he gave the others.” 
The wayward dealer soon grows 
tired of making adjustments, and 
comes into line. Policing dealers 
recommend the method highly. 


Many dealers are looking to rural 
areas for business this year, as 
cheap power is opening the way to 
this market for the first time. Both 
urban and suburban sections will be 
worked to increase the sale of small 
appliances. 


Many Sales Made 
In “Off Months’ 


In business 51 years, Sterchi 
Brothers, Frigidaire dealer having a 
chain of stores in the South, has built 
up a great public acceptance in this 
territory, and counts this an impor- 
tant factor in maintaining its volume 
in all lines. 

H. M. Jones, assistant manager of 
the appliance department, reported a 
jump of 11 refrigerators over the 
first four months of last year. 
Biggest gain was made in electric 
ranges, unit sales going from 39 for 
the first quarter of 1938 to 73 this 
year. 

The sales force consists of 11 out- 
side men, who are allowed certain 
floor days. On outside sales the com- 
mission amounts to 10%, those closed 
inside to 5%. Furniture salesmen in 
the store, provided they sell furni- 
ture to a customer, receive 3% com- 
mission on any sales of appliances 
that come from their tps. The ap- 


pliance salesmen have a reciprocal 
deal on furniture sales. 


All appliances are pushed all year, 
salesmen finding that they can add 
many sales in “off months’ by a 
little extra effort. And they are not 
shoved around so much by ccmpeti- 
tion. The store believes in contests 
to keep the salesmen on the jump. 
This season it is a “punchboard” 
contest that allows the men to have 
chances on cash prizes as they equal 
or better the quotas set for them. 


Trades have base rates. Five 
dollars is allowed on wooden ice- 
boxes, $10 on metal, and $15 on 
“Coolerator” models. On mechanical 
trade-ins, 10% of the purchase price 
is the average allowance. Mr. Jones 
praised highly the control of trade- 
in prices by the local association. 


Range Sales Average 200 
A Year For Miller’s 


Specialists in electric ranges, 
Miller’s, Inc., department store dealer 
in Universal appliances, has_ sold 
almost 600 ranges in the last three 
years. This store also distributes 
the Universal line in three Tennessee 
counties surrounding Knoxville. 

Because competition from gas 
ranges is fading due to the reduced 
electric rates, Miller’s is set to im- 
prove on its electric range job this 
year. A cooking school for salesmen 
is being instituted, to make all the 
men familiar with the workings of 
their product. Each range sale is 
followed up, to insure the customer's 
satisfaction. Only dark spot in the 
selling of electric ranges is the prob- 
lem of trade-in gas ranges. 


This year the company switched to 
Universal refrigerators, and a slight 
sales lag was expected. One reason 
for the change was the advantage of 
carrying a smaller number of parts 
for a “one line’ major appliance 
stock. Water heaters are expected 
to count big in volume, in combina- 
tion with electric ranges. 


Reselling of Trade-Ins 
Brings In Profits 


Profit can be made from resale 
of traded mechanical refrigerators. 
East Tennessee Electric Co. sold 120 


used boxes last year, and came out 
on the healthy side of the deal on 
every one. This year the company 
expects to sell many more. Profit is 
a cinch, says R. D. Anderson, appli- 
ance manager for the store. He has 
a plan. 

All boxes taken in are carefully 
appraised, and then reconditioned in 
the company’s own service depart- 
ment. These boxes are advertised 
daily over the radio. Very often, Mr. 
Anderson says, sales appointments 
are made before the program goes 
off the air. 


For each used box that sells for 
under $100, the customer receives 
credit up to that amount, if a new 
unit selling for over $200 is pur- 
chased within a year. All used boxes 
are sold with a 90-day guarantee. 
Many sales of new un'ts are made 
through former’ used _ refrigerator 
customers. The store is a Kelvinator 
dealer. 


Mr. Anderson is after range sales 
this year, and has devised a little 
advertising scheme of offering a free 
set of kitchen aluminum ware with 
the purchase of ’37 model ranges. 
The special price he is able to offer 
on this model greatly increases sales. 
Mr. Anderson, one of those live-wires 
characteristic of a good appliance 
operation, is the originator of the 
“Fort Quotamo” idea of sales con- 
test. 


Each $100 of installed business 
gives the salesman a chance on a 
numbered punch board that carries 
valuable prizes in haberdashery. 
Many variations of this contest have 
since been tried, but this is claimed 
to be one of the first. It is still being 
used with success by this store. 


Fowler Smashing All 
Previous Sales Quotas 


All previous sales quotas are 
being smashed this year by Fowler 
Bros. Furniture Co., retail Westing- 
house dealer, and the Southern Fur- 
niture Sales Co., its allied wholesale 
distributorship. For 29 dealers in 
20 counties in eastern Tennessee re- 
frigerator sales were up 3314% over 
last year. In February alone the 
distributorship was 300% over the 
factory quota. April was the biggest 
month it has ever experienced. 


In 1938 this outfit was the second 
highest on basis of factory quota in 
the entire country, going 188% over 
1937 figures. And this year, says 
E. L. Fielden, appliance sales man- 
ager, the quota should be reached by 
June 1. 


This distributor keeps a _ close 
watch over all dealers. Radio pro- 
grams reach customers and pros- 
pects within a radius of 150 miles. 
Suggested selling prices and trade-in 
allowances are used by the dealers 
to maintain profits. Two or three 
meetings for dealers are held every 
year. Here dealers and their sales- 
men are given sales training. Co- 
operation is offered on billboard and 
newspaper advertising. 


“Dealers,” said Mr. Fielden, “are 
chosen on the activity of their stores, 
and whether they are willing to go 
out and improve their business is a 
prime factor. The need for being 
short on trades and long on profits 
is drilled into every dealer.” 

The large showroom in the Knox- 
ville store is available to all dealers 
for use as a sales floor. 

All new customers on TVA lines 
are contacted by letter to familiarize 
them with the distributor’s products. 
Dealers are then sent these names 
for a sales follow-up. 

The retail department of the 
Fowler company is run along the 
same general lines as the distributor- 
ship. Sales training and constant 
gunning for prospects are the main 
weapons for sales increases. 


Mr. Fielden believes that the big 
increase this year will be in electric 
ranges, because of the increase in 
TVA lines and the excellent coopera- 
tion of the local utility. ‘With the 
advent of TVA,” he finished, ‘came 
appliance prosperity. The whole 
thing is working out in fine shape.” 


Appliance Demonstration 
Results In Many Sales 


HENDERSON, N. C.—Making use 
of a next-door store, Henderson 
Furniture Co., local dealer for the 
complete Frigidaire line and for 
Easy washers and ironers, recently 
staged a week-long electrical appli- 
ance demonstration which resulted 
in many sales and in the acquisition 
of some 150 good prospects. 


THE NEW CHIEFTAIN HEAVY DUTY UNITS 


1/3 HP. TO 2 HP. AIR & WATER COOLED 
SEE YOUR NEAREST JOBBER FOR PRICES & DATA 


TECUMSEH PRODUCTS CO., TECUMSEH, MICH. 
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‘Package’ Units 
Hold Spotlight 


OINCIDENTAL with the 

announcements of weddings 
between commercial refrigeration 
and air-conditioning departments 
of large companies like Frigidaire, 
General Electric, York, Norge, 
Kelvinator, and Servel, come 


tidings of a trend toward “pack- 


age units” for both commercial 
refrigeration and air conditioning. 


Concerns such as these haven’t 
been getting the volume they 
think they should on either item. 
They believe that “package units” 
for air conditioning will be easier 
to sell, will stay sold better, and 
can be sold cheaper—hence they 
figure that pushing this type of 
product should boost their air- 
conditioning volume. 


New Firms Quickly 
Gain Important Position 


As for commercial refrigeration, 
some of these concerns have 
almost been pushed out of the 
picture by comparatively new 
competitors with lower, prices, 
longer discounts, new channels of 
distribution, and aggressive pro- 
motion. “Package units,” the 
Nema group hopes, may become 
the means of recapturing their 
former dominant position in this 
branch of the refrigeration indus- 
try. 

Although no official figures are 
available, recent estimates and 
surveys reveal that manufacturers 
belonging to Nema _ (National 
Electrical Manufacturers Associa- 
tion) are accounting for consider- 
ably less than one third (one 
survey established the figure at 
16%) of the total sales of com- 
mercial condensing units. 


Refrigeration Jobber Key 
To Replacement Market 


“Old-timers” around the indus- 
try may recall that a whopping 
big commercial refrigeration busi- 
ness was done in the latter 1920’s. 
Most of these units are now ready 
for replacement. They are becom- 
ing expensive to operate, expensive 
to service. And_ refrigeration 
jobbers have been hot after this 
type of business in the last couple 
of years. 


Established Commercial 
Dealers Proselyted 


As volume grew for some of 
these outside-Nema manufacturers, 
they were able to reduce prices 
and raise discounts. This, plus 
advertising and promotion, at- 
tracted many established commer- 
cial refrigeration dealers. Some 
of these latter switched completely 
to new lines; others retained their 
old franchises, while selling mostly 
the ‘outside’ lines. 


To get back into the commercial 
picture, some of the old-line firms 
(Kelvinator, in particular) have 
renewed their trade promotion to 
this field, and have reduced prices. 
There is also, as previously stated, 
an effort in progress to promote 
“package units” in commercial as 
being more suited to their type of 
distribution. 


Newcomb Argues Case 
For ‘Package’ Line 


T. J. Newcomb, manager of the 
Westinghouse commercial refrig- 
eration department, explains their 
reasoning on this subject in this 
fashion: 


“The commercial refrigeration 
salesman has become a combina- 
tion engineer, purchasing agent, 
manufacturer, salesman, and serv- 
ice man! 


“Let us concede that some 
technical jobs really require mul- 
tiple hookups of fixtures with 
varying degrees of temperature 
and expansion valves hung on 
them like presents on a Christmas 
tree. Heavy duty commercial 
installations likewise mean profit- 
able business for those qualified 
to handle them. 


“But for the point of view of 
the specialty merchandising dealer, 
there is a market and a good one 
for package units. For example, 
display cases for delicatessen, 
single and double duty meat cases, 
reach-in cabinets, larger than the 
household sizes for grocery stores, 
meat markets, hospitals, restau- 
rants, roadside stands, etc. 


“Then there are beverage cool- 
ers, water coolers, milk coolers, 
which any dealer can sell, with 
the advantage that he already 
knows the business and is ac- 
quainted with its proprietors. 
They are his neighbor business 
men with whom he already has 
had dealings. 


“Over a period of years and 
with the assistance of many retail 
dealers in discussing their prob- 
lems, we found they would be 
vitally interested in going after 
this business provided they could 
obtain a product completely assem- 
bled, as they do in the domestic 
refrigeration, ranges, or any other 
major appliance line.” 


They'll Do It Every Time . . . 
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TAAL D DANID Mc. HANLON - NEW 


this field. Chiefly because food 
retailers like to deal with one 
salesman (instead of a representa- 
tive for the machine, plus a 
representative for the case), and 
because this one salesman can 
make a real commission by selling 
a complete job, many commercial 
dealers have been selling their 
equipment in a “package” for 
some time. 


Now that many of the unit 
manufacturers are promoting the 
idea so strongly, the “package 
unit” idea in commercial refrigera- 
tion can definitely be labelled a 
1939 trend. 


LETTERS 


Non-Aryan Viennese 
Seeks Contributions 
For Flight To Cuba 


Wien 10 Laxenburgerstr 36 
1 Stock 
Vienna 
Editor: 

I beg to refer to your favor of 
25th August last by which you in- 
formed me about Mr. M. G. Tigar’s 
(of Chelsea) promise and to my 
letter of January last announcing 
you that the affidavit had been re- 
ceived at the consulate here. 


Unfortunately my emigration is 
greatly delayed on account of the 
fact that I have been registered on 
July 2ist last on the Czechoslovakian 
quota and so I am likely to have to 
wait until the end of this year or 
even next spring. 

In the meantime I have been en- 
deavoring to provide for an entry- 
permit to Cuba and I should obtain 
it against deposit of 350 American 
dollars, and stay there and also earn 
my subsistence till to the moment 
when receiving the American visa. 

As I told you in a previous letter, 
my large undertaking has_ been 
aryanified at the end of August last 
and an  administrator-commissionar 
appointed upon my property and that 
is why I today am without any 
means; for this reason I dare apply 
to you with the request, you will 
kindly insert in your paper a note 
saying that I entreat my American 
branch-fellows to enable my entering 
into Cuba by sending to your paper 
some amount they can dispose of. 


Since you have assisted me once in 


so generous a way, I dare hope my | 


Weiss Sends First $25 
To Aid Refrigeration 
Refugee Reichsfeld 


Ideal Beer Cooler Co. 
Saint Louis, Mo. 
Editor: 
Enclosed please find my cashier 
check for $25 intended for Alfred 
Reichsfeld, Wien 10 Laxenburger- 


strasse 36, I Stock, who in his letter: 


is asking for financial help to enable 
him to leave Germany, naming you to 
receive same in his behalf. 

I sincerely hope that his dream 
will be fulfilled and he will get the 
necessary help to free him from his 
terrible predicament. 

The writer will be interested to 
know whether he is able to get the 
amount requested. 

Hoping his efforts will not be in 
vain. 

Louis WEISS, 
President 


Fogel Refrigerator Co. 
16th and Vine Sts. 
Philadelphia, Pa. 
Editor: 

Mr. Alfred Reichsfeld has written 
us for a contribution to help him 
migrate from Germany. 

He claims to have been a former 
Proprietor of a Refrigeration Com- 
pany in Vienna, and we _ would 
appreciate learning from you if this 
individual’s appeal is based on neces- 
sity and also if any contributions 
have already been sent in. 

We feel that such a person is en- 
titled to the support of his fellow 
members in the refrigeration industry. 

WILLIAM $F OGEL, 
President 


Superior Valve & Fittings Co. 
Pittsburgh 
Editor: 
Do you approve of a modest con- 
tribution to this man’s plea? 
J. S. ForsBes, 
President 


Answer: On page 1 of the Aug. 17, 
1938 issue of the News was published 
a letter from Mr. Reichsfeld, telling 
how his refrigeration manufacturing 
business in Vienna had been “Aryan- 
fied,” and how he must find a new 
country in which to live. 


He sought among members of the 
American refrigeration industry an 
“affadavit” that he would not become 
a public charge if admitted to this 
country. 

Two weeks later, in the Aug. 31, 
1938 issue, M. George Tigar of the 
Tigar Refrigeration Corp., Chelsea, 
Mass., wrote that he would be glad 
to give Mr. Reichsfeld a job for the 
remainder of his life. 

In the meantime, quota restrictions 
have kept Mr. Reichsfeld from ac- 
cepting this kind offer. He now be- 


‘Great Step Forward’ 


J. W. Sutphen & Co. 
Heating, Ventilating, and 
Air Conditioning 
153 South LaBrea Ave. 
Los Angeles, Calif. 
Sirs: 

I very much enjoyed reading the 
last bulletin of the proposed National 
Air Conditioning Association. There 
is no doubt in my mind that the idea 
of the National Air Conditioning As- 
sociation is a great step forward 
toward the betterment of the industry. 


We here in this territory have been 
confronted with many difficult prob- 
lems, which could not have _ been 
worked out had it not been for the 
cooperation of the various members. 
Today I can truthfully say that the 
Air Conditioning Association of South- 
ern California is a very strong and 
closely knit organization and has put 
the industry in a very definite paying 
basis. 


Edward C. Flynn, our president and 
secretary, will be in your territory in 
the next two weeks and I do hope 
that you will have an opportunity of 
discussing with him the activities 
that have taken place in this area. 

Meantime I shall be looking for- 
ward to the next issue of your 
bulletin. 

JosePpH W. SUTPHEN, Director, 
Air Conditioning & Refrigeration 
Association of Southern California 


Also Interested 


Pleasantaire Corp. 
Washington, D. C. 
Gentlemen: 

We would appreciate it if you 
would send a copy of the Bulletin of 
the Proposed National Air Condition- 
ing Association Number Two, 1939 to 
our factory representatives as follows: 
John Bess, 390 Fourth Ave., New York City 
B. H. Lippin 
390 Fourth Ave., New York City 
R. H. Cupples 
324 First St. N., Minneapolis, Minn. 
H. A. Daum, 2116 East St., Pittsburgh, Pa. 
L. J. Horan 
211 South Seventh St., 


Leonard C. Kohn 
422 Wilkinson Bldg., Omaha, 


Alvin C. Leonard ’ 
253 Plymouth Bldg., Minneapolis, Minn. 
Jack Helliwell, 

707 S. Ervay St., Dallas, Tex. 

Wallace R. Lynn 

2048 Market St., San Francisco, Catif. 
Brower Murphy 

291 Peachtree St.,.N. E., Atlanta, Ge. 
John Cota, 291 Peachtree St., Atlanta, G# 
R. G. Nelson, 1919 Stevens Hotel, Chica8° 
J. J. Perlmuth ail 
225 East Pico St., Los Angeles, Calif. 
Fred H. Sides 7 

415 West Fourth St., Charlotte, N. ©: 
Tom E. Hafer 
707 S. Ervay St., 
Bryan Horner 
3005 Harrison St., Kansas City, Mo. 


Ricuarp F. RopPer, 
President 


St. Louis, Mo. 


Neb. 


Dallas, Tex. 


Concerns outside of Nema have Revival f Id Will B present request will not be in vain. _ lieves he can leave immediately, 
jumped to their commandi ste evival o ea 1 e Anticipating my most _ heartfelt | stopping over in Cuba until his num- eno 
ng lea thanks, | ber comes up in the American quota 
Off To a Good Start 


chiefly by cultivating the replace- 
ment market through the jobber 
and service man. The _ service 


Watched Closely By Industry 


Results of these experiments in 


I am, dear Sir, 
Yours very gratefully, 
ALFRED REICHSFELD 


admission system. 


The editor can vouch for Mr. 
Reichsfeld’s talents and desirability, 
having visited his plant in Vienna. 


31 West 63rd St., New York, N. ¥: 
Sirs: 


fi . selling “package” lines of com- P.S. I am also going to address my a copy 
© ORS the Jeuners are generally pry J yiveron aecaae uipment former business-relations in America All contributions toward this fund of "tomsesd Dabaneation Manval 
first to know when a unit needs 8 equipment | and to direct them to send their | will be gladly received at this office 


replacement. Unable to get units 


from the “old line’ manufacturers, 
they have turned toward new 
sources. 


will be watched by the entire 
industry with close attention. 


It is not the first time the 


) “package” idea has been tried in 


eventual shares to you likewise. Don’t 
report, however, the entrance of such 
amounts to me here in Vienna, but 
to my son Mr. Robert Reichsfeld, 
c/o Mr. Ljungs, chocolate-factory A.B., 
Malmo, Brogatan 5. 


and transmitted in a lump sum to 
Mr. Reichsfeld after a thorough in- 
vestigation has satisfied us that the 
money will reach Mr. Reichsfeld and 
can be used for his transportation to 
the Land of the Free. 


No. 1”—by K. M. Newcum. 
I plan to start a refrigeration en 
ness and think that your book Ww? 
be very helpful. 
Find enclosed a money order. 
Evcene HamMMon? 
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Hershey, Pa.—the One-Man Town 


No Mayor 


No mayor, council, or city man- 
ager has ever presided over Hershey, 
Pa. It has never been incorporated. 
Mr. Hershey and his executives do 
all the directing that’s needed. 

The community was planned, and 
planned beautifully. Workers were 
encouraged to own their own homes 
__and their building was financed by 
Hershey. The town has been rigidly 
zonea and profusely gardened. 
There's @ flower garden at every 
turn. 

Hershey runs the chocolate com- 
pany. a lumber yard, bank, furniture 
factories, stores (including a big 
department store), power and water 
supply. laundry, schools—even the 
cemetery, the streets, and the one- 
cop police department. 

And it’s an ideal a community as 
you'd ever want to see, an opinion 
concurred in by its 2,500 citizens. 


Every Man a Millionaire 


Stretching your legs out into the 
caressing breeze which always laves 
the block-long “front porch” of the 
Hotel Hershey, it’s hard to remem- 
ber that the grocer, the baker, and 
the tobacconist back home are be- 
ginning to get tough about past-due 
accounts. 

Every man’s a millionaire in this 
lap-of-luxury, for what it really 
amounts to is a very wealthy man’s 
very munificent estate made available 
to the public. When you live there— 
boy! You're living! 

Milton Snavely Hershey, the choco- 
late bar man, has neither wife nor 
child, but he is not one to live alone 
and like it. He enjoys people around 
him. So he erected one of the finest 
resort hotels to be found anywhere 
in the world, engaged some of the 
best cooks this side of France, made 
this hotel his home, and has people 
around him all the time. 

He also made his first home— 
which is quite a structure, too—the 
club house of the Hershey Country 
Club. Around the hotel and the 
country club and the village are some 
56 holes of diabolically trapped 
courses, and to play on these courses 
Mr. Hershey lures some of America’s 
best professionals. 

Hockey is another of his passions, 
and so he built a tremendous indoor 
arena, and sponsored a team (the 
Hershey B’ars) which last year won 
the International League title in a 
league of cities the size of Cleveland, 
Pittsburgh, et al. The Hershey 
Amateurs have been perennial na- 
tional champions. 

But most of all, he likes boys; 
and the school-and-farm for orphan 
boys he established back in 1909 now 
practically owns the Hershey Choco- 
late Co. So, although sales aren't 
promoted on this theme, every time 
you buy a nickel Hershey bar you're 
helping put some orphan boy through 
school. 

* * * 


It’s No Fun To Retire 


It's easy to see that M. S. Hershey 
must have a pretty good time out 
of life. He has built a huge and 
going company, the biggest in its 
field. He has built a model com- 
munity, nestling in the green Penn- 
Sylvania foothills. He has beauty 
around him, and action, and life, and 
People. And he shares it all. 

Yet, if he hadn’t been restless in 
aaa he might have missed 

a 

Born Sept. 13, 1857, on a Penn- 
Sylvania farm, Milton Hershey had 
a rudimentary schooling, and began 
work as a printer’s devil on the 
“Lancaster Farmer.” Thence he 
turned to the candy business. 


By George F. Taubeneck 


At the age of 21 he had his own 
candy shop in Philadelphia. From 
there he went to New York (where 
he failed) and then to Lancaster. 
Within 25 years he had sold out his 
Lancaster caramel factory for a 
million dollars. 

In retirement, he tried to travel. 
No good. He longed for the Pennsyl- 
vania hills. Back home he came 
finally, and began fiddling around 
with chocolate. 

His first plant was an old barn, 
set in the midst of a cornfield. His 
chocolate caught on, and he decided 
to throw his entire million into a 
model plant and a model community 
—right there in the farming country 
where he was born. 

s * 


Life Begins at Fifty 


So, at the past-fifty-years mark, 
he started over. And what a trip 
of it he made this time! He intro- 
duced mass production methods, built 
a strong selling organization, and 
in rolled the money. 

The World War boomed chocolate 
consumption. Soldiers learned to 
like chocolate bars while in the 
trenches, and when they came home 
they continued the chocolate habit. 
Breakfast cocoa increased in popu- 
larity, too. And the money rolled in 
more heavily than ever. 

What to do with it? Mr. Hershey 
knew. Turn it all back to the town 
of Hershey. So, the story of Her- 
shey, Pa., is the story of M. S. 
Hershey, and the story of M. S. Her- 
shey (after fifty) is the story of 
Hershey, Pa. 


+. * 


Building Futures 


Looking off to the right and down 
from that enormous veranda of the 
Hotel Hershey, you see that Indus- 
trial School for Orphan Boys which 
really owns the Hershey Chocolate 
Corp. It looks almost as wealthy as 
it really is. 

From its appearance, you'd judge 
it must be a _  $3,000-per-annum- 
tuition private school. But it’s for a 
thousand orphan boys (‘orphan’’ is 
defined as a boy whose father is 
dead). 

Lads between four and eight are 
taken in, and cared for and educated 
until they are 16. By that time they 
have learned a useful trade. 

Mr. Hershey’ established this 
school under stipulations binding 
“in perpetuity.” Some educators and 
bankers think such unchangeable 
provisions may turn out to be a mite 
silly in days to come—like the rail- 
road magnate who left millions in 
perpetuity for the widows of cross- 
ing watchmen who would be killed 
“in line of duty” down through the 
years. 

When you read some of these 
stipulations over, however, it seems 
hard to see how future generations 
can find them hamstringing. 


After providing that the boys be 
kept clean, in good health, well fed 
and clad, and provided facilities and 
opportunities for recreation, the 
stipulations direct: 

“They shall be instructed in the 
several branches of a sound educa- 
tion, agriculture, horticulture, gar- 
dening, such mechanical trades and 
handicrafts as the managers may 
determine, and such natural and 
physical sciences and practical math- 
ematics as in the opinion of the man- 
agers it may be important for them 
to acquire, and such other learning 
and sciences as the taste, capacities, 
and adaptability of the _ several 
scholars may merit or warrant, to 
fit themselves for the trades they are 
to learn, and a useful occupation. 

“No one fixed or established 
course shall be taken by all the 


scholars, this being in the discretion 
of the managers, bearing in mind 
that the main object in view is to 
train young men to useful trades and 
occupations, so that they can earn 
their own livelihood.” 

Emphasis is placed on manual 
training, dairying, and animal hus- 
bandry. Such subjects as carpentry, 
painting, plumbing, tinning,  elec- 
trical work, printing, machine shop 
practice, welding, automotive engi- 
neering, and ceramics are prominent 


on the curriculum. 
*” 7 7 


Back to the Soil 


Along with Henry Ford, Hershey 
holds that the salvation of America 
and the future happiness of her 
citizens lies in the wedding of in- 
dustry with agriculture, with people 
working in factories and living on 
farms. 

“Urban congestion is one of the 
most alarming features of modern 
civilization,” he says. 

Scattered over the 10,000 acres of 
the school lands are farms on which 
the boys live and work with foster 
fathers and mothers. They reside in 
houses, with 10 to 32 boys compris- 
ing a unit. 

A mile south of Hershey, on the 
site of Mr. Hershey’s birthplace, are 
headquarters and the hospital. 

Do many of these Hershey Indus- 
trial School graduates settle down in 
Hershey and become a part of that 
model community life? They do. 
Some, of course, take their $100 
graduation gift and their new outfit 
of clothes, and strike out to see what 
lies beyond those lush hills. But 
many, many of them become Hershey 
Men—and some are Hershey execu- 
tives. 

Thus, in addition to the philan- 
thropic side of the institution, the 
Hershey enterprises seem assured of 
a self-perpetuating supply of man- 


power. 
* * * 


Planned Community 


But that isn’t all—not nearly all. 
Rexford Guy Tugwell, with his now- 
defunct Resettlement Administration 
and his hand in the public treasury, 
wasn’t able to outdo Hershey in 
arranging for a rich community life. 

There’s that $3,000,000 community 
center, for instance, with its enor- 
mous lounge, its library (which is 


planned for reading, not filing), its 
swimming pool, gymnasium, game 
room, cafeteria, hospital, Little 
Theater (650 seats), and movie 
house (2,000 seats). Men can room 
in the community house for $3 a 
week. 

All sorts of community life— 
sports, hobbies, amateur theatricals, 
adult education—center around this 
building. 

Dancing? Sure. Best popular or- 
chestras. Horace Heidt was playing 
there during my visit. 

Other items: a thousand-acre 
park, a notable Indian Museum, 
bandshell for regular band concerts, 


a 40-acre zoo, and gardens galore. 
* * * 


Floral Saturation 


Flower lovers would look far to 
find more spots to haunt in a small 
radius than they could locate around 
Hershey. Sunken gardens, rock 
gardens, greenhouses, and a _ rose 
garden with some 20,000 plants. The 
Easter Flower Show is quite an 
event. 

The Hershey B’ars (Bears) hockey 
team—the champions hailing from a 
hamlet, beating the socks off the big 
city teams—have been mentioned. 


They play in the largest span 
monolithic concrete’ structure in 
America, housing from 7,000 to 


10,000 spectators, depending on the 
sport. 

For outdoor sports, there’s a big 
concrete stadium—larger than most 
colleges possess. It seats 27,000 


spectators. 
* * 


Chocolate Town 


All this, of course, is built on the 
profits from chocolate. The Hershey 
Chocolate Corp. is the world’s biggest 
manufacturer and_ distributor of 
chocolate products. 

Half its sales volume is accounted 
for by the Hershey bars, the re- 
mainder being made up of breakfast 
cocoa, fountain syrup, and chocolate 
coatings for other candy manufac- 
turers. Recently by-product items, 
such as cocoa-butter soap, have been 
added. 

Every day this plant uses from 
600,000 to 700,000 lbs. of chocolate, 
most of which is imported from the 
“Gold Coast” of West Africa. (The 
cacao bean was originally an Ameri- 
can product, however. Montezuma 
found it in Mexico, popularized it in 
Spain in the fourteenth century.) 

Other sources include planations 
in Venezuela, Brazil, and Ecuador. 
The tree grows only near the Equator. 

Milk for this chocolate is supplied 
from neighboring dairy farms in the 
Lebanon valley, a great many of 
them operated by that curious, 


highly independent, eminently moral, 
long-haired sect known as_ fhe 
Mennonites. Do you know what the 
milk consumption of the Hershey 
plant is? No? Look and be startled: 

From 1,200,000 gallons daily (in 
June) to 500,000 gallons daily in 
December! Peak production of milk 
(summer) is at the exact opposite 
period from peak consumption of 
chocolate (winter). Refrigeration 
makes the two opposite peaks (pro- 


duction and consumption) compatible. 
*- * * 


Making Chocolate 


When the imported cacao beans 
arrive at the Hershey plant, they are 
cleaned, then roasted in revolving 
cylinders. After roasting, they are 
quickly cooled. This quick-cooling 
process makes the hulls easily re- 
movable in an air stream. 

The nibs (cores) are ground and 
ground and ground until they be- 
come liquefied by the heat of the 
milling. This resulting chocolate 
liquor is rolled in large oblong tubs 
for four days and four nights, after 
which it is cooled in molds. 

For making cocoa, the chocolate 
is compressed hydraulically until the 
cocoa butter content has been re- 
duced to 24%. The compressed 
cakes are then pulverized, wind- 
sifted, and canned. 

For the chocolate bars, milk is 
added. First cane sugar is intro- 
duced into the milk; then this solu- 
tion is condensed to the consistency 
of soft taffy. Next the sugar-milk 
paste is mixed with the chocolate 
liquor in enormous machines. 

Cocoa butter is added, and more 
mixing and grinding ensue. The 
entire process requires five days and 
five nights—an extra 24 hours over 
the process for cocoa. 

After molding and wrapping, it is 
ready for distribution. A big print- 
ing plant adjacent to the wrapping 


department turns out the labels. 
* * ¢ 


Information, Please 


Here’s a question to introduce at 
your “quiz” parties: 

Why is it that Hershey bars are 
always sold for five cents, despite the 
wide fluctuations in the prices of 
cacao beans, sugar, and milk? 
Other articles vary their prices to 
match quotations of raw materials. 
Why not Hershey bars? 


Answer: The weight varies—all 
the way from 1% ounces to 2 ounces 
per bar. The length and width are 
always the same, but the thickness 
varies according to the price of the 
raw materials. Each bar has its 
weight plainly marked on_ the 
wrapper. 
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Commercial Refrigeration Dealers Alter Methods To Meet Changing Market Trends 


Southeastern Dealers 
Ferreting Out New 
Kinds of Prospects 


B. Redeker 


ATLANTA 


By Phil 


There’s been a lot of commercial 
refrigeration equipment’ sold _ in 
Atlanta, there’s still a pretty big 
market unsold, and there are two 
major thorns in the dealer’s side 
right now in the form of low ice 
prices and a “trader’s paradise” on 
trade-ins. 

That just about sums up the situa- 
tion on commercial refrigeration in 
Georgia’s principal city from a 
rather quick survey. According to 
reports gleaned from Georgia Power 
Co., sales were not so hot in March, 
but had definitely picked up in April. 
By May 20 it was predicted from 
prospects in view that all the utility 
company’s salesmen, at least, would 


REFRIGERANTS 


een? RPO, 


EXTRA DRY ESOT 


TRACE Maen 


The Performance 
of Virginia sasse® 


justifies the extra- 
rigid control under 
which they are 

produced. 


VIRGINIA SMELTING 
COMPANY 


WEST NORFOLK, VIRGINIA 


have attained or passed the quota 
they were expected to have made to 
that time. 

Concerning the low prices on ice, 
the dealers have adopted a policy of 
watchful waiting. They figure the 
ice companies can’t go on forever 
Selling ice at from 10 to 15 cents a 
hundred. 

With respect to trade-ins, the 
dealers would like to see some uni- 
form policy adopted, but they’d be 
inclined to cross their fingers even 
if it were. One of them put it this 
way: 

“The type of prospects we’re deal- 
ing with like to think of themselves 
as natural born traders. They’d 
rather make a deal in which you 
quote them a price of $1,200 and 
offer them $600 for their old equip- 
ment, than one in which you set the 
price at $700 and offer them $200 for 
the used stuff.” 


Georgia Power Builds 


Sales ‘Step-by-Step’ 


The kind of a job that the Georgia 
Power Co. does on commercial re- 
frigeration is the type of which sales 
managers dream. Salesmen are 
trained thoroughly and continuously, 
sales campaigns directed to certain 
types of markets are worked out in 
detail beforehand and _ coordinated 
with sales promotion efforts, special 
methods are employed to stimulate 
both the prospect and the salesman. 

Most commercial dealers might 
look at this utility company’s setup 
and say, “Yes, it’s nice, but how 
could I ever afford or justify an 
organization like that?” 

Such a remark is possibly justified, 
but there is a point that the average 
commercial refrigeration dealer who 
employs salesmen might profit by 
following some of the procedure that 
the Georgia Power Co. has developed, 
but merely on a smaller scale. 

An example of this procedure is 
the drive for business in dairies 
‘which was carried out the first part 
of this year. Steps in this campaign 
were carried out in a planned, logi- 
cal sequence: 

(1) Taking advantage of a slack 
season, the salesmen set out to see, 
in one week, every dairy on a list 
compiled by the company. 

(2) The salesmen were divided 
into two teams of even numbers, 
and competed for a dinner to see 
which team could see the most 
prospects in the week. 

(3) This first call was very brief, 
designed merely to get information 
about the prospect’s present equip- 
ment, and his requirements, and to 
pave the way for further contact. 

(4) Next step was for the sales- 
men to make up sheets giving all 
procurable details about the pros- 
pect’s business, and the type and 
condition of the equipment he was 
using. 

(5) Next step was to grade the 
prospects 1-2-3-4, their ranking (in 
the opinion of the salesmen) as 
potential buyers. 

(6) To prospects of the first rank, 
the company’s sales promotion de- 
partment sent out personalized 
letters, individually signed. Pros- 
pects in the other grades were sent 
other forms of promotion. 

(7) ‘Definite’ prospects were 
followed up shortly thereafter by the 
salesmen. A huge chart was placed 
on the wall of the salesroom to show 
what calls were made when, and to 
provide a check on callbacks. 

(8) For each good prospect a 
definite proposal was prepared, which 


proposal specified the type of equip- 
ment that the prospect should have 
to modernize his refrigeration plant, 
the cost of the equipment, what it 
would do to increase efficiency, etc. 

This planned activity resulted in 
more refrigeration equipment being 
sold for dairies in a few weeks than 
is normally sold in a year, it was 
reported. 

Because of the necessity of its 
maintaining good relations with all 
of the general public, the Georgia 
Power Co. goes about the selection 
of its salesmen in a somewhat differ- 
ent manner than the average dealer, 
declares Gordon McWilliams, sales 
manager. Salesmen are _ selected 
whom the company feels will handle 
all matters diplomatically and who 
will help to greate goodwill for the 
utility. Native Georgians are pre- 
ferred (Yankee salesmen heading 
for warmer climates need not apply). 

But whether the man has had 
previous training or not, he is put 
through an intensive sales training 
course, which continues throughout 


_his career with the company. One 


feature of the sales training which 
might well be followed is a “debate”’ 
method, whereby one salesman will 
take a certain sales argument or 
sales theme and defend it against 
all the attacks and objections that 
the other salesmen in the sales meet- 
ing might raise. This procedure, of 
course, puts a very well prepared 
salesman into the field. 

To keep the salesmen on their 
toes at all times a large wall chart 
is used to show how the salesmen 
are progressing towards their quota. 
Pictures of the salesmen are placed 
on this chart in the order of the 
volume of business which they have 
done, and of course no salesman likes 
to have his photograph on _ the 
bottom of the board. 

A chart is also made of the sales- 
man’s daily progress, showing the 
amount of work he has done, and 
the dollar volume of business ob- 
tained each day. 


“Who’s a National User,’ 
Bilderback Wonders 


G. R. Bilderback, commercial sales 
manager of Advanced Refrigeration 
Co., Frigidaire dealer, would like for 
the powers-that-be in the industry 
to define a “national user’ for him. 

“Who is a ‘national user’ to whom 
the manufacturer can rightfully sell 
direct?” Mr. Bilderback asks. ‘‘There 
was a time when the term was 
pretty well defined and the classifi- 
cation pretty well limited. At pres- 
ent, however, the term seems ‘to 
cover anybody who buys more than 
$1,000 worth of equipment.” 

Direct selling by the manufacturer, 
plus the appointment of too many 
dealers and the reduction of a 
dealer’s territory, are factors making 
it tough for the big commercial 
dealer to stay in the running, Mr. 
Bilderback says. 

“If they want the larger, old line 
dealers to do the job for them, they 
(the manufacturers) have got to do 
some things to protect the dealer's 
investment,” says Advanced Refrig- 
eration’s sales manager. 

Finding the routine type of pros- 
pects for commercial refrigeration 
pretty tough to work these days, 
Advanced’ Refrigeration Co. has 
made kind of a specialty of the 
out-of-the-ordinary type of installa- 
tion. 

One such job was the installation 
of a Dole cold plate and a Frigidaire 
condensing unit for the company 


that makes Whip-ade, the system 
being used to cool 1-pound aluminum 
molds in which the product is allowed 
to “set.’”’ Cooling the molds artificially 
was said to have speeded up produc- 
tion more than 100%. 


Another job was for a chocolate 
room in a candy plant, where a 
blower unit with a special high back 
pressure setting and _ thermostatic 
control maintains temperatures be- 
tween 65 and 79° F. 


“Salesmen Still Must 
Get Lard on Pants’ 


Long-established in the South as 
a builder of refrigerated display 
cases and other commercial refrig- 
erator cabinets, the Warren Co. in 
recent years has spread its distribu- 
tion slowly but steadily throughout 
the entire country. 


The firm is one of the commercial 
refrigerator manufacturers that has 
made some major strides with “self- 
contained” commercial equipment. 
Sales Manager J. D. Harris points 
out that the self-contained equipment 
is very popular with those of their 
distributors who do not handle a 
machine line; it relieves them of the 
problem of combining forces on a 
job with some other dealer, and of 
being responsible for the consider- 
able amount of installation work that 
is involved in a remote job. 


Commodore V. P. Warren, presi- 
dent of the company, is famed 
throughout the industry for his level- 
headedness and his fund of stories. 
While the “packaged” commercial 
refrigerators is opening up a new 
field of distribution, he warns that 


the most successful salesmen will 


still be— 


“The type of a guy who can lay 
around a butcher shop most of the 
day and get lard on his pants and 
sawdust in his shoes, and who will 
have the patience to talk on all and 
any subjects that the prospect wants 
to bring up, and who will have sense 
enough to wait for the exact moment 
when the time is right to ask for 
the order.” 


Refrigerated Trucks To 
To Solve Farm Problem? 


David Alexander, Jr. of Bowen 
Refrigeration Supplies thinks that 
there is a great future for refriger- 
ated trucks in the South, particularly 
on long hauls, but a major problem 
in reduction in weight of refrigerat- 
ing equipment must be solved before 
this idea becomes practical, he has 
found. 


Mr. Alexander thinks that the 
blower type of system with ducts for 
air distribution may be an answer, 
because it would reduce the evapo- 
rator weight. In fact, he is working 
on something along this line that 
may help to solve the problem. But 
he won’t talk much about it until 
he has given his idea a thorough 
test. 


His discuss:on (based on facts he 
has dug up) concerning the great 
need for long distance hauling of 
perishables sounds’ very logical. 
Fresh meats need to be carried 
south, fresh vegetables must go 
north. It is lack of storage and 
transportation facilities that have 
caused heartache and near bank- 
ruptcy among southern growers. It 
is a problem that refrigeration might 
well be capable of solving. 
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Gloehler Presents “The Case of Tomorrow”! 


STAINLESS STEEL—combined with gleaming white Porcelain... 
Beautiful ... Convenient ... Dependable . . . Economical——with 


Deck and Storage Compartment of “Lifetime” 


SERIES 4800 
Note: Stainless Steel in Storage Section 


STAINLESS STEEL—Sizes from 6 to 16 feet. 


* GREATER DISPLAY—25% Increased Capacity. 

* Extra wide porcelain top—3 lights of PLATE GLASS. 

* Built-on Compressor Cabinet—for either end of Case. 

* CASE COMPLETE—Lights, Coils, Platters, Wrapping Shelves. 

PORCELAIN—with STAINLESS STEEL—or 

DULUX—with Porcelain Top and Display Section. 
—WRITE FOR COMPLETE CATALOG— 
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CHATTANOOGA 


Chattanooga Reveals 


Distributive Changes 


The business biography of J. pD. 
Dietz of Dietz Refrigeration Service 
Co., McCray refrigerator dealer and 
independent service contractor servy- 
ing Chattanooga and the surrounding 
territory, almost in itself tells the 
history of the commercial refrigera- 
tion in Chattanooga. 


Mr. Dietz has been connected with 
the mechancial refrigeration business 
for almost 20 years, the entire span 
of its existence. He began his career 
with Southern Dairies, doing instal!a- 
tion and service work on ice cream 
cabinets, in the days when ice cream 
cabinets just about made up the total 
volume in the low pressure field. 


Later he headed up the service (e- 
partment for Tennessee Electric 
Power Co., the local utility that sold 
both household and commercial re- 
frigeration equipment (before the 
purchase plan by which the TVA 
was to take over the properties 
forced them to abandon merchand's- 
ing). 

Four years ago he started his own 
business as an independent service 
contractor, and a dealer for one of 
the “big company” lines of commer- 
cial refrigeration equipment. This 
year he became a McCray distribu- 
tor. 

Today with the utility out of the 
picture there are practically no “big 
company” lines represented in Chat- 
tanooga. What commercial business 
is done is pretty well divided be- 
tween the Dietz concern, the Smith 
Elevator Co. (handling Servel), and 
a couple of other display case 
dealers. 

One reason that Mr. Dietz joined 
forces with McCray was because of 
their line of self-conta:ned commer- 
cial refrigerators. The kind of 
establishments that are buying mar- 
ket refrigerators today, says Mr. 
Dietz, are those that want the single, 
self-contained type of fixture. 


“Many such establishments are 
food stores that never carried a line 
of fresh meats, but who found that 
their customers began to prefer the 
‘one-stop’ idea in their food market- 
ing much as they prefer it in buying 
gas, etc. for their automobiles, so 
they had to put in _ refrigerator 
equipment for meats to save their 
necks. 

“Also, much of the new equipment 
business is coming from the small 
stores, delicatessens, and _ lunch 
counters in small towns and along 
the highways. In one such com- 
munity south of here, there were 
only three or four commercial refrig- 
eration installations a few years 
back; today, there are more than 
20 jobs installed.” 

Mr. Dietz has one very simple, 
basic thought for selling equipment 
—gain the prospect’s confidence and 
respect. 

“The buyer today is more than 
ever wanting to be sure that the 
man who is selling and installing 4 
piece of equipment in his establ'sh- 
ment has the skill and knowledge 
to do the job right. 

“There are ways of getting this 
across to the prospect other than by 
parading your technical knowledge 
in front of him. 

“In fact, my advice to salesmen is 
‘know the book, but don’t talk it.’ 
There’s nothing that scares or con- 
fuses a prospect more than a lot of 
technical talk. 

“The main thing is to always put 
in a little extra time and effort to 
do a good job, so that you get 4 
reputation for doing a good job. If 
you have a lot of satisfied customers 
to whom you can refer, the pros- 
pect’s confidence in you builds uP 
very quickly. 

“Also, it is a good idea to answer 
any questions that the prospect may 
bring up in a quick and confident 
manner.” 

We got a demonstration of what 
Mr. D:etz means by “customer con 
fidence” while we were interviewing 
him. One of the many phone calls 
he received was from a prospect for 
a piece of equipment who called for 
Mr. Dietz’s advice on whether or not 
the job being offered him by one of 
Mr. Dietz’s competitors was the bal 
gain that it was made out to be. 
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Commerctal Re rigeration 


Corey’s Talk on Development of Water 
Coolers Affords Much Useful Data For 
Salesmen As Season Nears Its Peak 


Editor’s Note: The following talk, given by James J. Corey, 
chief engineer of Cordley & Hayes, before a meeting of the New 
York section of the American Society of Refrigerating Engineers, 
contains a great deal of information that should be extremely 
valuable to salesmen right now, since this is the water-cooling 


selling season. 


Two main subjects are discussed: the value to the employer 
of having employes drink more water, and the improvements in 
present-day mechanically refrigerated water coolers over obsolete 
methods of cooling water in offices, factories, etc. 


By James J. Corey, Chief Engineer, Cordley & Hayes 


We Americans spend millions 
yearly for patent medicines, but the 
oldest and finest of all health pre- 
scriptions—pure water—seems little 
understood. Yet ever since’ the 
ancient Egyptians used it for fevers, 
abundant water drinking has been 
famous among physicians as a health 
prescription. 

Sir John Chardin, a French trav- 
eler in Persia, relates how in May, 
1674, he was treated by a native 
Persian physician for a very grave 
intermittent fever. One of the most 
important measures was the drink- 
ing of large quantities of water 
“eooled with snow.” Today, at the 
famous spas in Europe the abun- 
dant drinking of water is an impor- 
tant part of the general treatment. 

The importance of water to the 
health must be recognized when we 
remember that the living organisms 
which compose the human body are 
submerged in water. 


ORGANS LIVE IN WATER 


As a great French physiologist 
points out: “All life is under water. 
The work of the brain, heart, liver, 
and every other vital organ is per- 
formed in a water medium. The 
blood cells float in a liquid stream, 
and the muscle and gland cells—all 
the living elements of the body—are 
submerged in water as truly as the 
fish that swim in the sea.” 

The necessity of supplying the 
tissues of the body with water as 
well as solid food cannot be too 
strongly emphasized. Many people 
suffer from headaches and other dis- 
comforts simply because they neglect 
to supply the body w:th enough 
water to wash away waste products 
through the kidneys. 


A SIMPLE EXPERIMENT 


A simple experiment will show the 
important relation of water drinking 
to the kidney function. If a quart of 
water is swallowed in a short period, 
Say 15 minutes, within an hour or 
two almost the entire amount (4%) 
will be passed out through the 
kidneys. While this large amount of 
urine is less concentrated than usual, 
it will nevertheless contain a larger 
amount of waste matter than would 
have been excreted in the same 
length of time if the water had not 
been taken. 

It is evident then that abundant 
Water drinking is a means by which 
the body may be given an internal 
bath. This internal bath is far more 
‘Mportant than the most scrupulous 
bathing of the skin. John Harvey 
Kellogg, M.D, LL.D. F.ACS., 
Superintendent of the famous Battle 
Creek Sanitarium, wrote: 


NEEDED BETWEEN MEALS 


, There is no doubt that people 
pete be greatly benefited by 
er: ling or trebling the amount of 

ater taken between meals. Many 
a do not drink water except at 
yr 4 Which is a grave mistake. 
Fone ~ you can do to increase the 
the . of pure water consumed by 

., /ierican people between meals 


Will be a reat i 

country, g blessing to the 
ent pmubtedly there are many pres- 
tie ere this evening who will recall 
ned drinking water cooler of 


and — years ago, when the bucket 
to-dat Pper were considered the up- 
the rn drinking system—this was 

amous seamless fiber water 


bucket. Keeping in step with prog- 
ress, a faucet was later installed in 
the bucket and a lid put on, and the 
ice for cooling was dropped into the 
drinking water. 


Later on (when it was found that 
the handling of the ice through 
dusty streets and by dirty hands 
might endanger those who drank the 
water in which this ice floated) a 
stoneware crock was put in the fiber 
bucket and so designed that the 
water was cooled inside the crock by 
ice packed around it, and not floating 
inside. A faucet was also connected 
to the crock, and in order to reduce 
frequent refilling of the crock, a 
reserve supply of water was placed 
in a glass demijohn and up-ended 
over the crock. This automatically 
filled the crock as the water was 
drawn out through the faucet. 


TH=> OLD METHOD 


Largely because of poor drinking 
water supply furnished in many of 
the cities throughout the country, 
and also due to lack of accessible 
plumbing facilities, the bottle type 
ice packed cooler was in_ great 
demand. This cooler was largely 
used by spring water supply com- 
panies, and was generally included 
with spring water in a rental service 
pian. 

Many spring water supply com- 
panies found it increased the sale of 
their water to provide their cus- 
tomer with a cooler on a no charge 
basis as long as the customer used 
their water service. The customer 
furnished the cooling means which 
was ice. 

About 15 years ago, some manu- 
facturers of small mechanical re- 
frigerators turned their attention to 
water coolers as one of many possible 
outlets for increasing the sale of 
their condensing units. 


DESIGN IMPROVEMENTS 


It is needless to relate all of the 
numerous problems that confronted 
them. There are some of these prob- 
lems that are quite unique to the 
refrigeration industry which I think 
you would be interested in knowing. 


One was the material used in the 
cooling receptacle. You will recall 
that mention was made of the stone- 
ware crock used in the ice packed 
water cooler. Refrigeration engi- 
neers found that stoneware had too 
slow a heat transfer, and it was 
decided that brass or copper tin 
plated would serve the purpose to 
better advantage. This material did 
not stand up in all cases because 
most spring waters differ in chemical 
analysis and many of these waters 
contained chemicals that attacked 
the tin plating. 

For years vitreous enamel on 
steel was used for this part, but 
this, too, had its disadvantages. 
Due to the rapid expansion and con- 
traction caused by the cooling coil, 
the enamel would crack and would 
eventually cause the steel to rust. 

About two years ago, it was found 
that stainless steel due to its corro- 
sion resistance would be an _ ideal 
material to use, and to the present 
time has been used with success. 

The design of the mechanical 
water cooler was a problem, because 
of the limited space allowed for the 
ice cooler it necessitated building 
this cooler as compact as possible, 
height was also an important factor 
as it had to be convenient to put a 


bottle on. 

It had to be extremely quiet in 
operation and practically devoid of 
vibration because of the small offices 
where most of these coolers were 
installed. 

The cooling receptacle had to be of 
sanitary design, opened at the top 
to permit quick and easy cleaning. 

Capacity in gallons cooled per 
hour is an important factor, for 
it often is the case that when the 
capacity is figured for a given num- 
ber of employes, the concern that 
purchased the equipment increases 
the number of employes quite beyond 
the capacity of the cooler. This 
results in long operation and _ in- 
creases current consumption and 
often reflects on the manufacturer, 
when it is in reality not his fault. 

Answer to this problem was to 
build a cooler with maximum capac- 
ity and recommended coolers for use 
with far greater capacity than is 
essential. 

The mechanical drinking water 
cooler has many advantages over the 
ice refrigerated cooler. The tem- 
perature of the water can be more 
accurately controlled. The tempera- 
ture of the water in an ice packed 
cooler sometimes reaches a low of 
about 30° F. early in the day after 
the cooler has been iced, and as the 
ice melts the temperature becomes 
quite high in the afternoon unless 
the cooler is again re-iced. 

This is not so with the mechanical 
cooler. The water temperature is 
automatically controlled and held to 
close differential settings. To this 
development we owe our thanks to 
the engineers of the control manu- 
facturer who made possible this 
development. 


As city water supply continued to 


improve, the demand for a cooler 
connected direct to this supply be- 
came more evident and the pressure 
type cooler was developed. These 
were called pressure type because 
they are connected to the city water 
pressure lines in the buildings where 
they are installed. The same prin- 
ciple of refrigeration is used as on 
the bottle type with the exception 
that the water is cooled in a sealed 
container. 

The early type was made with a 
faucet on the front. This model was 
soon outmoded because it neces- 
sitated the use of paper cups, and 
top plate bubbler models soon took 
its place. 

It is estimated that a person 
drinking from a bubbler consumes 
only about 40% of the water drawn 
from the cooler. To offset this 
waste the pre-cooler, also known as 
a heat interchanger, was employed. 
The waste water flowing through the 
heat interchanger pre-cooled the in- 
coming water contained in an inner 
coil. 

Two types of heat interchangers 
are in common use, the shell and coil 
type and the coil within a coil of the 
counter-flow type. The use of this 
heat interchanger resulted in the 
savings of a considerable amount of 
the capacity originally wasted. 

There is far more to a water cooler 
than meets the casual eye. Manu- 
facturing problems are as numerous 
as on any other refrigeration prod- 
uct and it is necessary for the manu- 
facturer constantly to be familiar 
with all changes and corrections nec- 
essary to see that they do not affect 
the performance or the quality of 
the finished product. 

Many improvements in design and 
mechanical construction have been 


developed over the past 10 years. 
The first units were rather crude in 
design compared with the appearance 
of the present day models. During 
the time the first models were being 
built, the market had to be studied 
to determine what the proper capac- 
ities were to be, the size, shape, and 
general design, noise levels and 
vibration, and many other problems 
that arise in a highly specialized field 
such as water cooling is. 

All of these took time, to say 
nothing of the many hours spent on 
specific engineering problems, such 
as the careful selection of materials 
used in the cooling unit which come 
in direct contact with the drinking 
water, and to guard against any 
possibility of electrolysis or galvanic 
action, and the necessity of building 
these units with sufficient strength 
to withstand abnormal water pres- 
sures and many other problems. 

When we consider that the cooler 
of today can develop a capacity of 
approximately 10 gallons per hour 
in a 15-inch square cabinet compared 
to the cooler of five years ago which 
developed a capacity of 2 gallons 
per hour in a larger cabinet, we have 
progressed. 

While we have made rapid strides 
in design and _ construction, the 
annual output of water coolers has 
not kept pace with these develop- 
ments. For instance, let us look at 
the annual accumulative figures com- 
piled by Nema. These figures in- 
clude seven manufacturers of water 
coolers. 

Starting with 1928, we find that a 
total of 13,000 units was sold; in 
1930 approximately 32,000; and in 
1933, 12,000 units were sold; in 1937, 
34,000 were sold; and in 1938 only 
17,000 units were sold. 


Valve 


N offering the new Type “B” Thermo 

Valve, Alco Valve Company brings all 
of Alco’s traditional accuracy and effi- 
ciency within the reach of all small refrig- 
eration and air conditioning systems. It is 
a moderately priced control for small in- 
stallations, yet quality has not been sacri- 
ficed in the slightest degree. 


Features of Alco’s engineering include 
atomic hydrogen welded power assembly 
that reduces failures to an absolute mini- 
mum; built-in strainer with adequate filter 
area; outside adjustment with unusual angle 


tut 


construction that makes the adjusting stem 


always accessible no matter how valve is 
installed; all metal construction throughout. 


The Type “B” Thermo Valve is the ‘result 
of extensive testing and development work 
in the Alco engineering laboratories. It is 
the ideal small capacity refrigerant con- 
trol, especially designed to provide the 
highest degree of evaporator efficiency 
for display cases, ice cream cabinets, and 
similar small installations. 


If you are interested in obtaining Alco 
accuracy, efficiency and dependability in 
a small capacity, low priced Thermo Valve 
it will pay you to get all the facts about 
the new Type “B.” 


See your jobber or write to Alco for com- 
plete information. 


ALCO VALVE COMPANY 


2620 Big Bend Bivd. 
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St. Louis, Mo. 
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New Products 


Heating Element Used 
In Oil Separator 


LYONS, N. Y.—Use of an internal 
heating element to insure positive 
separation of oil and refrigerant 
features the line of oil separators 
manufactured by Kenmore Machine 
Products, Inc. 

Designed on the theory that it is 
impossible to prevent some refrig- 
erant from condensing in the oil 
during the “off” cycle, the separators 
incorporate the internal element to 
heat the mass of oil to the same 
temperature as the rest of the 
separator. 

This, it is claimed, drives off any 
refrigerant that might be condensed 
in the oil during the idle period, and 
enables the oil to remain free of 
refrigerant during the balance of the 
running cycle. Any oil returned to 
the crankcase is said to be practically 
free of refrigerant, and oil pumping 
of the compressor is materially re- 
duced. 

Heating is accomplished through 
forced circulation of hot refrigerant 
gas through a heating tube sub- 
merged in the oil, so that operation 
of the separator is at approximately 
the same temperature as that of the 
compressor head. 

Oil, mechanically separated in an 
impingement tube, where it travels 
through woven copper cloth, collects 
in the bottom of the float chamber, 
and when the level is high enough 
to operate the float, the needle valve 
opens and the oil is drawn off into 
the compressor crankcase. 

Use of woven copper cloth is 
claimed to eliminate danger of small 
metallic particles plugging up needle 
seats. Needle and seat are of hard- 
ened stainless steel. Cylinder is 
copper-hydrogen welded and of fused 
construction, without headers, gas- 
kets, and bolts, to eliminate possi- 
bility of leaks. Cylinders are tested 
with 300 lbs. air pressure under 
water. 

At present the company is manu- 
facturing oil separators in sizes from 
% to 7% tons. 


New Westinghouse Dealer 


HEMMINGWAY, S. C.— Hyman 
Motor Co. has been appointed dealer 
for Westinghouse appliances. 


Ataconda Copper 


Refrigeration Tubes 


VCH SMALL TUBE BR. 
Genes al Offices: Waterbury, Conn 


MASTERCRAFT 
ADJUSTABLE PAD AND CARRYING HARNESS 


The most efficient and ical equip t made 
for handling refrigerators safely and without 
scratching or marring. Pad is separate from 
harness and both adjustable to all styles and 
sizes of cabinets. 
Efficient, sturdy, 
easily and 
quickly applied. 
Adjustable Pad. 

$8.30 each 
Adjustable 
Harness, 

$6.00 each 
Name of refrig- 
erator attrac- 
tively lettered 
on pad at 50¢ 
extra. 
f.o.b. Chicago. 


Write for fold- 
er and prices on 
pads for refrig- 
erators, washers, 
ironers, ranges, 
radios, ete. 


Pat. Appl'd for 


BEARSE - MANUFACTURING co. 


d Street, Chicago, Dlinois 


2 New Condensing Units 
Added To Servel Line 


EVANSVILLE, Ind.— Models in 
74% and 10-hp. capacities have been 
added to the “Silver Fleet” line of 
condensing units manufactured by 
Servel, Inc. 

Compressor is of the eight-cylinder 
V type, with cylinders cast in two 
blocks of four, attached to the crank- 
case with heat-treated cap screws. 
Refrigerant suction passes from the 
valve through cored channels in the 
blocks to a cored valve plate, where 
it is distributed to the cylinders from 
the top. 

An oil separating space in the suc- 
tion channel traps out oil, which is 
returned to the crankcase through 
a positive check valve. 

Main bearings are of precision 
type steel-backed copper-lead, and 
eccentric straps are lined with this 
same material. 


All main and eccentric bearings are 
force-lubricated from a rotary pump 
on the end of the shaft, and oil from 
this pump also discharges into the 
seal bellows to lubricate the seal and 
carry away frictional heat. 


Four sections of counter-flow type 
shell and tube condenser are mounted 
in the base, along with a receiver 
having a capacity of 1,000 cu. in. 
Refrigerant charge is 35 Ibs. of 
methyl chloride or 47 lbs. of “Freon.” 

The new units are designed for 
installation in bottling plants, abat- 
toirs, fur storage rooms, locker stor- 
age plants, dairies, and other indus- 
trial jobs. 


‘Smallest Portable’ Set 
Claimed By Philco 


PHILADELPHIA — “Little Pal,” 
said to be the smallest self-powered 
portable radio yet to be offered the 
public, has been introduced by Philco 
Radio & Television Corp. 


Made possible by several new 
developments of Philco engineers, 
this new set (which is also known 
as model 81-T) is entirely self con- 
tained, requiring no plug-in, no aerial, 
and no ground. Only 6%. inches 
high, 105 inches wide, and 5%&% 
inches deep, the unit is covered with 
fabricoid water-proof luggage leather 
and has a leather handle with identi- 
fication case attached. 


Reduced weight and size were 
made possible by the following de- 
velopments of Philco’s research engi- 
neers: a new booster antennae cir- 
cuit which permits greater sensitivity 
with less bulk; a new type speaker 
and different circuits said to cut 
battery drain in half; and a new 
battery Loktal tube which further 
reduces the drain on the battery and 
thus makes possible the use of a 
single combination A and B battery 
instead of the usual three separate 
dry-cell batteries. 


Motor Maintenance 
Catalog Issued 


SYCAMORE, Ill.—Up-to-date in- 
formation on the firm’s line of motor 
maintenance products and _ other 
electrical specialties manufactured 
by Ideal Commutator Dresser Co. is 
offered in the company’s new catalog. 

In addition, the catalog offers in- 
formation on commutator care, 
operation of direct current genera- 
tors, definitions of electrical terms, 
and other engineering data. 


Flat Roof Ventilator 
Has New Design 


CLEVELAND—New ventilator for 
installation on flat roofs has been 
added to Viking Air Conditioning 
Corp.’s line of products. 


Exhaust fan is enclosed in a 
weatherproof iron penthouse, and the 
sloping top of the penthouse and 
space between the back wall and 
fan unit permit a large volume of air 
to be drawn through the ventilator 
without turbulence, it is claimed. 

Automatic vertical shutter is used, 
shutter vanes being ganged together 
to open or close simultaneously. The 
vanes are held open by a spring and 
lever arrangement as long as ™ 
fan is in operation. 

Intended for use on homes, in 
etc., the ventilator can be fastened 
directly to the roof slab with flanges 
provided for this purpose. Three 
sizes are available, capacities rang- 
ing from 7,500 to 16,500 c.f.m. 


‘Stopper’ 


Posing with this “cop” brings no 
protest from Irving Alter, secre- 
tary-treasurer of the Harry Alter 


Co., Chicago jobber—for it’s 
Rotary Seal Co.’s new color 
dealer display. The jolly little 
police officer, whose grin is a 
familiar fixture in the company’s 
advertising, is being supplied to 
jobbers in 24-inch’ size for 
window and interior displays. 
Eight-inch decalcomanias and 
cut-outs also are provided for 
use in store windows. 


Crosley Adds Car Radio 
Models, Accessories 


CINCINNATI— Two new auto- 
mobile radio receivers equipped with 
automatic electric push-button tuning 
have been introduced by Crosley 
Corp., Model A-259 “Fiver Roamio”’ 
priced at $19.99 and Model A-169 
“Roamio Magnetune Sixer Deluxe” 
priced at $24.95. 

Each unit is complete in one piece, 
ready for quick installation behind 
the instrument panel. The “Fiver” 
is a five-tube superheterodyne re- 
ceiver with automatic volume control 
and improved bass and high fre- 
quency response. The “Sixer’ has 
the added feature of a two-position 
tone control accentuating the depth 
of low bass tones, and minimizing 
electric interference from _ outside 
sources. 

Crosley also has announced chro- 
mium-plated antennas to fit all cars. 
They are equipped with shielded lead- 
ins, and are of the plug-in type. 


Krupp Specialties 
Are Cataloged 


CHICAGO—Cyrus Shank Co. has 
issued a new catalog of the Krupp 
line of refrigeration specialties which 
it manufactures. Descriptions and 
specifications of water regulators, 
gauge sets, ammonia shut-off and 
line valves, dehydrators, and strain- 
ers are given. 


“ose Gee 


JOBBERS wanted for MONITOR MODERNIZER 
for old type GE monitor refrigerators 


modernized ee 
Simple to install-—just sun it over 
small plates over top coil. Write us today. 


MONITOR MODERNIZER CO., 220 W. Huron St., CHICAGO 


The PR a ae Modernizer serves 
two important purposes. It elimi- 
nates the a of dirt catcher 
and converts the top into a hand- 
some object that is always clean. 
Seoeney, it improves the efficiency 
of the GE refrigerator as the 
Monitor Modernizer acts in a 
chimney-like fashion and creates an 
that "0 t, dissipating the heat units 
that or ~~ _ around the 

easy clean, prevents 
A a dust. 


INCREASES VALUE. A recondi- 
ditioned aad “a be worth more 
and sell easier you give the 
the oy Top with the 
Monitor Top and bend four 


obber Cetivities 


Massachusetts Jobber’s New Stockroom 


it | 


More attractive for customers and 


is this new stock and sample room, 
Mass. jobber, in 


Accessories Corp., Springfield, 


more convenient for the counterman 
recently added by National 


its larger quarters. 


mS * * # 


Tecumseh Co. To Sell 
Hermetics Direct Only 


(Concluded from Page 1, Column 4) 
models are available in either air 
or water-cooled type, and for either 
high or low temperature application. 

Mounting base if of formed steel 
construction, and has a complete 
shroud and belt guard assembly as 
standard equipment. Receiver is 
horizontal type, mounted beneath the 
base, and is equipped with liquid 
outlet valve and receiver inlet valve, 
having a special tee for ready in- 
stallation of pressure relief valves. 


Compressor design has been 
changed but slightly, still using 
forced feed lubrication to piston pin 
and connecting rod bearings. Pro- 
visions have been made on the line 
for easy installation of oil separators. 

On the first day of the meeting, 
ground was broken for a new 22,500 
sq. ft. addition to the Tecumseh 
plant, to be used exclusively for 
condensing unit assembly. The addi- 
tion is expected to be ready for use 
by fall. An addition also has been 
started to the present boiler plant, 
and a new Diesel engine purchased 
for the power plant. 

Continued increase in _ business, 
which now aggregates 15% above 
1937, the company’s previous all-time 
high, have necessitated the improve- 
ments and additions, field men were 
told. 

Hermetic unit applications were 
discussed at some length, and repre- 
sentatives were informed of a defi- 
nite policy to sell these units in the 
future only to manufacturers of 
complete new equipment. 

Representatives at the meeting 
were George I. Boone, New York 
City; J. A. McLaren, Los Angeles; 


L. W. Larsen, Chicago; J. W. 
Beneke, St. Louis; D. J. Bowen, 
Dallas, Tex.; Lee Babin, New York 


City; E. C. Burgin and V. A. Wilkin- 
son, export department, Detroit; and 
F. A. M. Dawson, London, Ont. 

Visitors at the sessions included 
E. B. Cheetham, Birmingham, Ala.; 
Jack Luxemberg, Dallas, Tex.; and 
G. W. Smith, Kenmore Machine 
Products, Lyons, N. Y. 


Lehman Heads Promotion 
For Viking Conditioners 


CLEVELAND—A. W. Lehman has 
been appointed manager of _ the 
advertising and _ sales promotion 
departments of Viking Air Condi- 
tioning Corp. He formerly was 
with Wiilard Storaze Battery Co. 


od 


National Accessories 
Adds New Stock Room, 
Enlarges Quarters 


SPRINGFIELD, Mass. — National 
Accessories Corp., refrigeration and 
heating supplies jobber, recently en- 
larged its headquarters, taking over 
the balance of the building in which 
it was located, and adding a new 
stock room and sample room. 


The company, which has been in 
business since July 1, 1936, now 
represents more than 30 companies 
in the refrigeration, oil burner, and 
heating accessories field. Frank A. 
Woodworth, president and treasurer, 
handles oil burner and heating acces- 
sories business, while the refrigera- 
tion department is in charge of 
Norman H. Lake. 

Mr. Lake has had extensive experi- 
ence in the commercial refrigeration 
sales field, having been associated 
with C. C. Harvey Co., Boston; 
Carrier-Brunswick Corp., and Mel- 
chior, Armstrong, Dessau Co. in 
western Massachusetts and Vermont. 


Robert O’Connor is in charge of 
counter sales for the company. 


California Service Firms 
Need Tax Permit 


LOS ANGELES—California refrig- 
eration service companies must have 
a retail sales tax permit, they have 
been reminded by _ Refrigeration 
Service, Inc., supplies jobber. 

Some companies in the state have 
been under the impression that, if 
they pay sales tax to their jobber, 
they may operate without a permit. 
Numerous such cases have been run 
down by the board of equalization, 
however, Refrigeration Service re 
ports, and taxes collected from the 
service companies, even though they 
have paid a tax to the jobber and 
have not collected a tax from the 
retail customer. 


Coast Jobber Sponsors 
Table Tennis Tourney 


LOS ANGELES—Thirty-two per 
sons entered the table tennis tourné 
ment sponsored by Refrige eration 
Service, Inc., supply jobber her: 
Walter Lentz of Van D. Clothier’ 
received the trophy for first placé 
and Willard Koenig of Refrigeration 
Service, Inc. won second place. 
tournament next year is planned. 


_— 


If a comfort-cooling, product-cooling 
or heavy-duty refrigeration unit is 


ded 
as an 


AIR CONDITIONING 
Aig Dept. AC-3 


tial part of equip- 
ment you make, sell, or use—enlist 
GR-Lipman specialized engineering 
knowledge and service-tested units. 
Add our experience to yours 


. Va 
GENERAL REFRIGERATION CORPORATION 

, Beloit, Wis., 
i 
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Commercial Service 


Heokup and Operation of Fountains With 
clooded Instantaneous Cooler Outlined 


By Arch Black and Dean C. Seitz 


Instantaneous coolers of the direct 
expansion type as are used in soda 
fountains have been previously dis- 
cussed, and as an example of a soda 
fountain using the flooded type in- 
stantaneous cooler, the Brunswick- 
Balke dry expansion refrigerated 
soda fountain will be described. 

Brunswick-Balke-Collender Co. in- 
troduced a line of soda fountains 
completely refrigerated by direct 
expansion coils and controlled by 
means of pressure regulating valves. 
In these models, which were offered 
to the field up until the latter part 
of 1937, there were five individual 
refrigeration circuits, namely: 

1. Brick compartment. 2. Bulk 
compartment. 3. Dry storage com- 
partment. 4. Syrup rail. 5. Instan- 
taneous water and soda coolers. 

With the exception of the instan- 
taneous cooler which is of the flooded 
type, each circuit was individually 
fed by a Detroit Lubricator No. 674 
non-adjustable thermostatic expan- 
sion valve. 

The pressurestat at the condensing 
unit was set to control the bulk 
storage temperature while four pres- 
sure regulating valves, one on each 
of the remaining circuits, respec- 
tively, controlled the desired tem- 
perature of the individual circuits. 
During 1937 modification was made 
in the design of the fountain and 
certain thermostatic expansion valves 
and pressure regulating valves were 
eliminated. E 

Later in this series some details of 
the construction of the fountain will 
be given and at that time the modi- 
fied refrigeration system will be 
described in full. An outline of the 
refrigeration circuit as was incorpo- 
rated in the 1936 Brunswick fountain 
will be of value to the service engi- 
neer prior to going into the details 
of the later models. 


1936-37 Refrigeration Hook-Up 


The Brunswick dry soda fountain 
refrigeration hook-up for 1936-1937 
can be readily traced from Fig. 1. 
The entire system consists of five 
Separate refrigeration circuits and 
with the exception of the instan- 
taneous cooler which has a float 
valve, each circuit has its own 
thermostatic expansion valve. 


With the exception of the suction 
line from the brick storage compart- 
ment, each suction line is connected 
to its individual pressure regulating 
valve and they in turn are connected 
to a common manifold with five 
Shut-off valves, and a five valve 
manifold is used for the respective 
liquid lines. 

By referring to Fig. 1 it will be 
noted that no brine or other holdover 
Solution is used in the Brunswick 
fountain. In all cases the tubing is 
buried in the insulation and is also 
imbedded in asphalt. 


BRICK STORAGE COMPARTMENT 
CIRCUIT 


From the liquid line manifold 
shut-off valve the liquid line can be 
traced to the thermostatic expansion 
Valve marked E through which the 
refrigerant passes to the coil which 
'S wrapped around the brick storage 
compartment. The gas from this 
< Passes through the suction line, 

Tough ‘the check valve which is 
connected to a hand shut-off valve 
mounted and shown in the extreme 
€nd of the suction manifold, and then 


into the main suction line. 
oe -_— 


DRY STORAGE COMPARTMENT 
CIRCUIT 


From the liquid line manifold the 
liquid refrigerant passes through the 
thermostatic expansion valve marked 
D-1 to a coil in the dry storage 
compartment and then to the suc- 
tion line which is connected to the 
pressure regulating valve “D” on 
the suction manifold to the main 
suction line. 


BULK STORAGE COMPARTMENT 
CIRCUIT 


From the liquid manifold, refriger- 
ant passes through the shut-off valve 
and liquid line leading to a thermo- 
static expansion valve “B-1” to a 
coil which is wrapped around the 
bulk storage compartment and then 
to a suction line, through a check 
valve mounted on the temperature 
regulating valve marked “B” and 
then through the suction line shut-off 
valve to the main suction line. 


SYRUP RAIL CIRCUIT 


This circuit can be _ followed 
similarly to the others, the refriger- 
ant passing through to the thermo- 
static expansion valve marked C-1 
to a coil which is also embedded in 
the insulation of the syrup rail. 
From this coil, the gas then passes 
to a suction line which is connected 
to the pressure regulating valve 
marked “C” and then to the shut-off 
valve and the main manifold. 


CITY AND SODA WATER 
COOLING CIRCUIT 


On this circuit no thermostatic 
expansion valve is used inasmuch as 
the instantaneous liquid cooler is of 
the flooded type and the refrigerant 
consequently passes from the shut-off 
valve on the main liquid manifold 
through the liquid line leading to the 
float valve on the instantaneous 
cooler, and the suction line on the 
instantaneous cooler is connected to 
the pressure regulating valve marked 
“A,” the gas passes through it to the 
main suction line. When describing 
the later Brunswick model more 
details will be given regarding the 
instantaneous cooler and its princi- 
ple of operation. 


Previous Articles In This 
Series on Servicing 
Soda Fountains 


Following is an index to the 
previous articles in this series on 
servicing of soda fountains, coun- 
ter-type freezers, and low-tem- 
perature cabinets. 


Introduction—Oct. 19, 1938 

Kinds of Refrigeration Systems Used 
in Soda Fountains—Nov. 2 

Design of the Two-Boiler Creamer Unit 
and Service Instructions—Nov. 9 

Information Needed in Mixing of 
Brines and Filling Brine Tanks Used in 
Soda Fountains—Nov. 16 

Service Complaints and Instructions for 
the ‘“Two-Boiler” Soda Fountain—Nov. 23, 
Nov. 30, Dec. 7, and Dec. 14 

Operation of the One-Boiler ‘Thermo- 
Syphon” Soda Fountain—Dec. 21 

Service Complaints and Instructions for 
One and Two-Boiler Thermo-Syphon 
Systems—Dec. 28 

Service Complaints and Instructions for 
Three-Boiler Soda Fountain Systems— 
Jan. 4 

Service Methods on Cooling Systems 
for Jar Enclosure Sections of Soda 
Fountains—Jan. 11 

Operation of “1928 Liquid Hook-Up”— 
Jan. 18 

1939 Liquid Carbonic Soda Fountain 


ee 


Man 


quality condensing unit. 


and no 


& Refrigeration News. 


Commercial Refrigeration Sales Manager 
‘o handle complete sales of national 
This unit has had a phenomenal growth 
in the past three years entirely due to its superb quality. Unusual 
PPortunity for high class sales manager of sound technical ability 
tional experience in managing sales to the trade. 
age, experience, education; mention the kind of money you are used 
to making and state in detail your past ten years’ experience and 
references, All replies confidential. Address Box 1152, Air Conditioning 


manufacturer making 


In reply state 


Refrigeration System In 1936’ Brunswick Fountain - 


Syrup Rail Temp. 45° To 50° 


Water Cooler 
— Temp. 36° To 38° 
———— ee ) 
i = — , 
als 
| || 1 
= 8 
Brick Storage 
& Temp. 0° To 5° & 
} few (an = lame Temp. 35° To 40° 
i ie . 
L |) Manifold Assembly 
"Gane. | Soda Fountain 
Suction Line 


Fig. 1—Diagram of 1936-1937 
Brunswick - Balke - Collender 
soda fountain, equipped with 
flooded-type instantaneous cool- 
er. Tubing shown by solid 
lines is furnished by manufac- 
turer; tubing shown by dotted 
lines is supplied by installer. 
Standard switch settings for 
“Freon” are 25 Ibs. to 0 Ibs.; 
for methyl chloride, 18 Ibs. to 
6 inches. Key to valves follows: 
A, water cooler pressure con- 
trol; B, bulk storage pressure 
control; B-1, bulk storage ex- 
pansion valve; C, syrup rail 


pressure control; C-1, syrup rail expansion valve; D, dry storage pressure 
control; D-1, dry storage expansion valve; E, brick storage expansion valve. 


Operation Outlined for Servicing—Jan. 25 

Hook-Up and Operation of Controls in 
1935 Liquid Carbonic “F-12” Fountain— 
Feb. 1 


1936 Liquid Carbonic Fountain—Feb. 8 

Controls and Solenoid Valves in Later 
Russ Systems—Feb. 15 

How Control Valves Are Used in Three 
Circuits of Russ 1936 Fountains—Feb. 22 

Refrigerant Charge, Line Size, and Con- 
trol Settings For Direct Expansion 
Fountains—Mar. 1 

Correct Methods of Testing Solenoid 
Valves and Cold Controls—Mar. 8 

Analysis of Service Complaints on 
Fountains, and Remedies—Mar. 15, Mar. 
22, Mar. 29, and April 5 

How Instantaneous Water Coolers Are 
Incorporated in Soda Fountains—April 12 

Refrigeration Hook-Ups for Soda Foun- 
tains Using Instantaneous Water Coolers 
—April 19 

Installing and Servicing of Controls for 
Instantaneous Water Cooler Fountains— 
April 26 

Correct Charging and Setting of Con- 
trols for 1937-1938 Fountains—May 3 

Service Complaints on Fountains With 
Instantaneous Water Coolers Analyzed— 
May 10, May 17, May 24, and May 31 


Montgomery Chapter 
Of R.S.E.S. Formed 


MONTGOMERY, Ala.—A Mont- 
gomery chapter of Refrigeration 
Service Engineers Society has been 
organized with Marlow E. Howard, 
proprietor of Howard Refrigeration 
Service Co., as president; Harry 
Burke, Matthews Furniture Co., vice 
president; and J. M. Gantt, Fine 
Arts Furniture Co., secretary. 

One objective of the chapter is to 
obtain members from various towns 
throughout southeast Alabama, and 
to help train them. 


Long Island Guild Dance 
Attracts 700 Guests 


WOODSIDE, L. I., N. ¥.—An esti- 
mated 700 guests representing serv- 
ice organizations, jobbers, and manu- 
facturers attended the Refrigeration 
& Air Conditioning Guild, organiza- 
tion of service firms, dinner last week 
in the Queens Terrace here. 


Except for brief talks by Joseph 
A. Dorsey, guild president; Theo. A. 
Reina, executive vice president; and 
Mr. Pose, National Refrigeration 
Supply Jobbers’ Association, the 
entire evening was given over to 
dancing and entertainment. 

Growth of the refrigeration service 
business during the last 10 years 
was demonstrated by attendance at 
the dinner, one table alone being 
composed of 23 men allied with one 
service organization. Among those 


companies occupying dance floor 
tables were: 
Minneapolis-Honeywell, Peerless, 


Larkin, Melchior-Armstrong-Dessau, 
Aetna Supply, Paxson Co., Harry 
Alter Co., Dorsey Appliance Co., 
Miranda & Reina, Commercial Co., 
Bedford Refrigeration, R. C. Jones, 
Frozen Air, Acme, Excell, Alton & 
Ewing, Flushing Refrigeration, New- 
port, Coleman & Alter, Kushner, 
Beam, Landlords, Bennetts, Hart, 
Federal, Carleson, Tri-Boro, Molinari, 
Complete Maintenance, Krug Refrig- 
eration, Refrigeration Equipment 
Co., and R. & R. 
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This little coupon 
brings you this Year's 


BIGGEST NEWS 
in Belting tei 


“AMERICA’S 
BELT BIBLE” 


1939 Edition of the 
GILMER Belt Catalog 


Pagers 


Hollywood would say 
this edition is “Stupendous!” 
We call it the most complete 
f.h.p. belt catalog ever to come 
off a press! 188 jam-packed, 
time-saving pages listing re- 
frigerator belts for over 5700 
models, 149 makes by lengths, 
cross-sections, and manufac- 
turers’ part numbers. Also 
includes Oil Burners, Stokers, 
Air-Conditioners, Washing 
Machines, ete. Handy pocket 
size...clearly, concisely ar- 


ranged and indexed. 


Get GILMER Belts ! 


Tough... Minimum Stretch 
... Full-Sized.. . “Tailor-made 
in the grooves” on the world’s 
largest assortmentof V-moulds. 
Built by engineers who special- 
ize in belts. GILMER BELT 
JOBBERS carry full stocks. 
You’re always sure of quick 
deliveries . . . everywhere. 


L. H. GILMER COMPANY 
Tacony, Philadelphia 


Fill-out coupon foday for your FREE 


copy of the 1939 GILMER 
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THE BUYER'S GUIDE 


OUR LARGE VOLUME AND EFFICIENT 
METHODS OF DISTRIBUTION PERMIT 


US TO QUOTE [LOWER PRICES| — 


Compare our prices. You'll save money by sending us your orders for 
AIR CONDITIONING and REFRIGERATION 
PARTS, SUPPLIES and EQUIPMENT 


THE HARRY ALTER CO. 


1728 S. Michigan Avenue, Chicago, Illinois 


3 CHICAGO BRANCHES —NORTH, WEST, SOUTH 


NEWYORK DETROIT CLEVELAND ST.LOUIS — 


161-163 Grand St. 5013 John R. St. 4506 Prospect Ave. 2910 Washington Ave. 


MILLS 


COMPRESSORS 


for Commercial Use- 


Mills Novelty Company * 4100 Fullerton Avenue * Chicago, Illinois 


1001.19 N. SPAULDING AVE. 
CHICAGO, ILLINOIS 


HENRY VALVE CO. 


REMPE 


FIN COILS and PIPE COILS 
for Refrigeration and Air Conditioning 


REMPE CO., 340 N. Sacramento Blvd. CHICAGO 


55 YEARS 
OF . spit 
SERVICE © 


1886 
es PERCIVAL Line 
meets EVERY NEED ! 


Includes Coolers, Reach-In Refrigerators, 
Top Type, Double Duty, Delicatessen, 
Dairy and Produce Display Cases and 
Percival Condensing Units. 

insulated; 


built; corkboard 


Quality 
porcelain clad; beautifully streamlined. 
Ceiling system is second to none. 


Write for attractive prices, literature 


and Distributor’s proposition. 


BC.L: Percivan Co. | 


——~"s: DES MOINES, 10WA | 


Distributor - Dealer Deings 


New Type of Financing 
Used In Roaster Drive 


LOS ANGELES—More than five 
hundred dealers are participating in 
the cooperative electric roaster cam- 
paign launched early last month by 
Southern California Edison Co. Fea- 
tured in this drive are the roasters 
produced by the five manufacturers 
participating in Modern Kitchen 
Bureau’s roaster promotion. 

Bank of America, which has 106 
branches throughout this territory, is 
cooperating in the campaign by 
financing dealer sales, without finan- 
cial recourse on the dealer, for a fee 
of 2% of the cash balance of the con- 
tract, and by handling collections. 


Kitchen tongs were offered to any 
person bringing a copy of one of the 
ut'lity’s newspaper advertisements 
into the store of any cooperating 
dealer and listening to an explanation 
of the electric roaster’s advantages. 


$-W To Unveil New Profit 
Plan With 1940 Radios 


CHICAGO — Stewart-Warner  dis- 


tributors, their large dealers, and 
high-quota salesmen, will see 15 
models in the company’s “Silver 


Dollar” radio and television line for 
1940 unveiled at sectional conven- 
tions here and in New York and 
San Francisco. 

The Chicago convention will be 
held June 19, the New York meeting 
June 22, and the San Francisco meet- 
ing June 28. A _ distributor-dealer 
“profit-plan” also will be outlined at 
the meetings. 

Including in the line to be shown 
is a table model radio said to be 
a new departure for the industry, and 
a 26-tube television receiving set, 
to reta’l at $500. This last unit also 
will receive standard radio broad- 
casts. Special sets for juveniles also 
are in the 1940 line. 


Salesmen Work For Each Other, Manager Works 
For Salesmen, So Baton Rouge Store Sets Records 


By Phil B. Redeker 


BATON ROUGE, La.—‘Coopera- 
tion” is a much-sneered-at word 
today, but even the most cynical 
would have to admit, after looking at 
the record, that the spirit of co- 
operation among the members of the 
appliance department of Dalton’s, 


local department store, is paying 
dividends. 
This spring the salesmen put 


forth a lot of extra effort to have 
their department show an increase— 
so that Louis Glueck, manager of the 
department, could take the Bendix 
cruise trip which he clinched. The 
only way he’d go, he said, would be 
if the boys turned in as good or 
better a month as the corresponding 
month last year—and they worked 
their heads off to make it for him. 

What does Mr. Glueck do for the 
salesmen in return? He gives them 
“everything they find,’ helps them 
out on every sale (working with 
them in the “2-on-1”’ selling formula), 
and goes to bat with the management 
to get concessions that will help them 
make sales (the store carries its own 
paper, and the salesmen can arrange 
almost any kind of terms desired by 
the customer). 

C. J. Bohm, one of the salesmen, 
was the first man in the entire 
country in 1938 to make his year’s 
quota for the B.t.u. Club, the 
national prize-winning organization 
of Frigidaire salesmen. And he may 
have already accomplished the same 
feat by this time for 1939. 

Another salesman, M. S. Morgan, 
was the third man to make his B.t.u. 
Club quota in the district last year. 

What is the ‘2-on-1” system of 
selling in which the store manager 
plays a part? 

It’s simply this: the salesmen do a 
lot of outside canvassing, but like to 
bring the prospect into the store for 
the big sales talk (reasons—to have 
them in front of the merchandise, 
and to insure concentration on what 
the salesmen are saying). 

After the salesman has completed 
his story on the product, Mr. Glueck 
strolls up and tells the same story, 
perhaps slightly differently, but giv- 
ing the same essential facts. Then 
the salesman comes back again to 
make the closing speech and ask for 
the order. 


AND THE AYES HAVE IT! 


DEALERS AGREE THAT WILSON WALK-IN COOLERS HAVE 
EVERYTHING TO MAKE READY SALES AND ENTHUSIASTIC 
USO. ss J All steel, inside and out; no metal-to-metal contact; 
metal bottom fully protected; steel-clad door, heavily framed; 
ball-bearing hinges; complete, heavy insulation. Made in 18 stock 
sizes, and 3’ and 4’ sections for easy erection in otherwise inacces- 
Every Wilson Cooler is durable and efficient. Each 


. YOU SHOULD HANDLE WILSON. 


sible places. 


is priced right. . 


ALL EYES ARE ON WILSON WALK-IN 


i SMYRNA 
For Details WILSON CABINET CORP. oriwane: 
eae - a: cae a Bx, 3 oe a ae = a 


“The plan has two purposes,” Mr. 
Bohm explained, “the prospect likes 
to talk to the manager, and it 
impresses the prospect to hear the 
same story from the boss. It also 
gives the salesman a breathing spell, 
a chance to get things straight for 
his ‘closing talk.’ ” 


Moreover, this matter of coopera- 
tion extends to the relations of the 
salesmen themselves. 
comes in and asks for a salesman 
who doesn’t happen to be on the 
floor, the salesman who does talk to 
her will do just as good a job as 
though it were his own prospect. 

“The boys hate to see a sale lost, 
and besides they know the other man 
would do the same thing for them.” 

All prospect names turned in by 
salesmen are put on cards. To pro- 
tect the name for himself, the sales- 
man must contact the prospect within 
three days after carding, and at least 
once every 30 days thereafter. 

The master prospect cards (the 
most active ones) are kept in a 
special file, and are contacted by 
phone. 

Lists of users are filed according to 
the kind of appliance furnished and 
the year in which they purchased the 
appliance. They are kept in card 
file drawers marked ‘“Refrigerators— 
1936,” “‘Washers—1937,” etc. 

For sales promotion of these appli- 
ances, Mr. Glueck uses newspapers, 
radio, billboards, and envelope stuffers 
in statements, etc. One particular 
type of sales promotion which Mr. 
Glueck has found particularly effec- 
tive is demonstrations before club 
and church groups. 

These organizations are paid 20 
cents for each person that attends 
one of the demonstrations (“you 
might get away with a dime, but 
they listen better for 20 cents,” says 
Mr. Glueck). 

At these demonstrations, which 
last about an hour, Frigidaire talk- 
ing motion pictures are shown and a 
demonstration is given of the “Cold 
Wall” principle. Refreshments are 
served—but are served first. This 
makes the listeners more receptive. 

There is one more angle to this 
plan which has the club organiza- 
tions begging for the demonstrations 
—$5 is given to the organization for 
each prospect signing a card who 
is sold a major appliance within 30 
days of the time of the demonstra- 
tion. 

“We try to hold the demonstrations 
in the store when possible,” states 
Mr. Glueck, “chiefly because we want 
to give the ladies a chance to look 
about and because, at our place, 
they are more likely to concentrate 
on the demonstration. 

“Main thing about these demon- 
strations is to keep the kind of people 
attending under control. It must be 
impressed on the club officers that 
only adults are desirable, and prefer- 
ably home owners.” 

Other things that Mr. Glueck does 
in a promotion way: he has a “per- 
manent” show window in which an 
appliance is always displayed, and he 
maintains a “spot display” constantly 
near the elevators. / 


If a prospect: 


Heads Association 


MOOCK 


HAROLD M. 
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Harold Moock Heads 
Westinghouse Group 


HOT SPRINGS, Va.—Harold mM. 
Moock of Moock Electric Supply Co,, 
Canton, Ohio, was elected president 
of the Westinghouse Agent-Jobbers’ 
Association at its annual mecting 
here May 26 to 30. 

Mr. Moock has taken an active 
part in the association’s work for q 
number of years, and has served 
during the past year as chairman of 
the general committee on merchan- 
dising products. 

Ralph Kelly, Westinghouse vice 
president, was named vice president 
of the agent-jobber organization; 
Claude W. Johnson of Johnson Elec- 
tric Supply Co., Cincinnati, secretary; 
L. B. Bourns of the Westinghouse 
merchandising division, treasurer and 
assistant secretary; and J. J. Jack- 
son, counsel. 

On the executive committee are 
F. R. Kohnstamm, sales manager of 
the merchandising division; L. A. 
Pixley, Pixley Electric Supply Co., 
Columbus, Ohio; James Boyd, dis- 
trict manager, New York City; J. C. 
Schmidtbauer, district manager, Chi- 
cago; H. H. Rogge, agency sales 
department manager, Pittsburgh; and 
John Shaw, Moore-Handley Hard- 
ware Co., Birmingham, Ala. 

Unexpired terms on the commit- 
tee are being served by D. S. Young- 
holm, Karr Parker, W. I. Bickford, 
and B. W. Clark. 


Westinghouse’s policy of discour- 
aging “courtesy discounts” was re- 
affirmed at a convention session 
presided over by Mr. Moock, at which 
F. B. Williams, Jr., vice president of 
the merchandising division; Mr. 
Kohnstamm, and section managers 
of the merchandising division were 
speakers. 

This policy was hailed by agent- 
jobbers, who expressed themselves 
as well pleased with results of its 
first year of operation. It was 
adopted at last year’s convention. 


Filtrine 


Water Coolers—Filters 


Cafeteria—Industrial 
Commercial Remote 
Surge Tanks Pipe Coils 


Price Reduction Effective May 1st: 


Filtrine Mfg. Co., Brooklyn, N.Y. 


— 
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Commercial Re rigeration 


MELT THE 
SNOWMAN 


A ‘Snowman’ Who Never Melts 


the above picture doesn’t 


The other reason is that 


Brunner Equipment In 
Unique Fair Exhibit 


NEW YORK CITY—Holding its 
own against the toughest possible 
adversary, manufactured heat, Brun- 
equipment has 
succeeded in keeping a “snowman” 
frosty at temperatures in the twen- 
ties, even though mounted above a 
gas combustion chamber in which 
the temperature was maintained at 


The demonstration was designed 
for the New York World’s Fair ex- 
hibit of Keasbey & Mattison Co., 
manufacturer, and_ the 
refrigeration equipment was aided in 
its fight by 5% inches of “Hy-Temp” 
asbestos magnesia insulation separat- 
ing the two compartments. 

The original plan called for opera- 
tion of the gas flame on a 30-second 
on-and-off cycle, but after installation 
of the exhibit it was decided to 
operate the flame continuously, there- 


: 
M. 
Co., 
dent 
ders’ 
ting 
‘tive 
or a 
rved 
n of 
nan- 
vice hy the “ n” in 
dent One of the reasons why the “snowma 
ion; melt, even though he’s seated on the “hot spot,” is that a Brunner 
ilec- refrigeration system is keeping him cool. 
ary; there is 5'% inches of asbestos magnesia insulation separating him from 
puse the flames, the insulation being supplied by Keasbey & Mattison Co., 
and asbestos manufacturer, in whose New York World’s Fair exhibit this 
ack- picture was taken. 
OF 
are ° 
r of T. M. Rude, Bundy Tubing 
A. ie e e 
Co., Vice President, Dies 
dis- 
; o MEMPHIS, Tenn.—T. Morey Rude, 
Chi- 54, vice president and general man- 
ales ager of Bundy Tubing Co., Detroit, 
and died May 27 at his farm here. A 
ard- Detroit resident for the past 20 | ner refrigeration 
years, he was a member of S.A.E. 
mit- 
ing- 
ord, 
our- approximately 800° F. 
re- 
nich Send for the New 
t of asbestos 
Mr. REFRIGERATION CATALOG 
a Seven Models of Compressors 
Fifty-eight Models of High- 
ont- sides from 4 H.P. to 15 H.P.. 
ves BRUNNER MANUFACTURING CO. 
its UTICA, N. Y. si 
was 
1. 
= 


) Ml ve V-BELTS 


Silent, vibrationless, de- 
pendable, long-lasting. 
Powerful grip prevents ©- 
slippage. A nearby dis< — 
tributor carries a coms ~ 
plete stock for appliances © 
and machines. ’ 


THE DAYTON RUBBER 
MFG. CO., DAYTON, OHIO 


Refrigeration Tubes 


+ = 


— 


by increasing the temperature. 


In spite of this intensified heat, 
however, the “snowman”—a figure 
consisting of two copper spheres in 
which is spiralled some 175 feet of 
evaporator tubing—remains white 
with frost. 

The “snowman” is refrigerated by 
a %-hp., two-cylinder, air-cooled 
Brunner compressor having a ca- 
pacity of approximately 2,000 B.t.u. 
per hour at zero temperature. A 
thermostatic expansion valve is used 
to prevent frost back. 


The refrigerated portion of the 
display was constructed for Keasbey 


& Mattison by C. F. Moores Co., | 


Inc., refrigeration engineering firm 
of Chestnut Hill, Philadelphia. 


Big Jackson, Miss. Co-op 
Plant Opens July 12 


JACKSON, Miss.— The new co- 
operative $75,000 meat curing and 
cold storage plant now nearing com- 


pletion at the Junior College at | 


Raymond, near here, will be officially 
opened on July 12. 

The plant has four meat curing 
rooms of 75,000 lb. capacity, an egg 
storage room in which 3,000 cases of 
eggs can be stored at one time, a 
pork chilling and a beef chilling 
room, each with 10,000 lb. capacity. 

The plant has 30-ton refrigeration 
capacity, using ‘“Freon-12” refriger- 
ant, and is equipped with two cross- 
connected compressors. 
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Additional Humidifying 
Equipment Helps In 
Displaying Fish 


DENVER—Use of supplementary 
humidifying equipment has_ solved 
the problem of keeping fish in a 
regular display case at the Lewis 
Fish Shop in the Home Public Mar- 
ket here. 

After purchasing a display unit 
last year, the market found it highly 
dependable and efficient for ordinary 
display, but discovered a tendency 
toward drying out in fish stored 
there. Resultant shrinkage, though 
slight, caused a drop in profits and 
also affected quality of the product. 


So Mr. Lewis set about replacing 
whatever moisture might be taken 
from the product in bringing down 
case temperature to the desired level. 
He started filling the bottom of the 
display section with cracked ice, 
which melted slowly, due to the low 
temperature inside the compartment. 


Finding that just a bit more hu- 
midity was needed, he put a small 
can of water in each section of the 
case ... and this last step solved 
the problem. Weight tests have 
shown a definite reduction in shrink- 
age. 

Another example of the effective- 
ness of ice as a supplementary 
medium in refrigerating fish is found 
in the Vogue Market, Southgate, 
Calif. A regular fish case was used, 
with a pan inside that is kept filled 
with water. Case temperature is low 
enough to freeze the water into a 
block of ice, but enough moisture is 
given off to replace that absorbed by 
the air inside the compartment. 


Karlsruhe Institute Plans 
Technical Conference 
On Refrigeration 


KARLSRUHE, Germany — All 
workers in technical fields of refrig- 
eration are invited to attend Refrig- 
erationists’ Day at the Karlsruhe 
Institute, Saturday, July 15, accord- 
ing to an announcement in Bulletin 
No. 11 of the International Institute 
of Refrigeration. 


This meeting is being organized 
by the Refrigerationists group of 
the Association of German Engi- 
neers, and will be held in conjunction 
with the meeting of the Technical 
Board of the Institute. 


Included on the program are 
visits to the Karlsruhe Institute of 
Refrigeration and the Reich Insti- 
tute of Foodstuff Preservation, along 
with the following lectures: 


“The obtention and application of 
krypton,” by M. Georges Claude of 
Paris. 

“Newer absorption machines, espe- 
cially for very low temperatures,” by 
Dr. Ing. Maiuri of London. 

“Air conditioning of mines below 
ground,” by Prof. R. Plank of 
Karlsruhe. 

Admission will be free upon appli- 
cation to Prof. R. Plank, Kaltetechni- 
sche Hochschule, Karlsruhe, Ger- 
many. 


Dorman & O'Connor Open 
New Distributorship 


FORT WORTH, Tex.—R. H. Dor- 
man and J. O’Connor have opened 
a commerical refrigeration distrib- 
utorship here under the name Huss- 
man Distributing Co., covering the 
Southwestern territory. Address of 
the company is 1508 Houston St. 
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NIAGARA TYPE X—, 


Conditioners. New advantages: 
spray pump. Capacities 


can pay. Write for complete information. 
New York, N. Y. 


AERO-CONDENSER _ 
AIR CONDITIONER 


ard 


of food product Fan Coolers, Aero Condensers, Air 
centrifugal fan, £= 


% ton up—creating new 
markets—satisfying customers’ needs at prices they 


NIAGARA BLOWER CO., Dept. AR, 6 E. 45th St., 


COMPLETE LINE 


Address 


SPRAY COOLER 


finished cabinets. 


440 Lafayette Street, New York City 


ELECTRIC WATER COOLERS 


Thoroughly reinforced all steel attractively 


Complete line of different Models and Capacities. 
Write for details and sales prices. 


Puro Filter Corporation of America 


Spring 7-1800 
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on your contra 
prefer one so 
ment and servis 
A complete lin 
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MARSHALL 


U!]| DISPLAY AND STORAGE EQUIPMENT I 
FOR RETAIL FOOD STORES 


« MICHIG 


Ask for RJS-830— 


SINGLE DIAL CONTROL Replacement 


There are plenty of places where this Ranco General Replace- 


ment is just what is needed. It fits practically all 


Household Refrigerator applications - - it is easy to install - - 
and it sells at a very modest price. Made of stainless steel - - 
typical Ranco quality throughout. Order from your nearest 


jobber - - RJ S - 830. 


anco inec., — 
Columbus,QOhio,USA 
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Refrigerator Sales 
Continue Upturn 


(Concluded from Page 1, Column 3) 

the year, Nema world shipments 
amounted to 869,061 units, to pass 
by 213,682 the 655,379 units shipped 
by those companies in the same 
period of 1938. 


Commercial Sales In 


April Ahead of ‘38 


(Concluded from Page 1, Column 2) 
higher above last year by reducing 
the April, 1938 mark on commercial 
equipment alone to 24,914 units. This 
bolsters the 1939 lead to approxi- 
mately 4,500 units over last year. 


The following report of commercial 
refrigerating equipment sales _ for 
April, 19389 was made to the Com- 
mercial Refrigeration Section of the 


16 companies: 

Baker Ice Machine Co., Inc., Brun- 
ner Mfg. Co., Carrier Corp., Crosley 
Corp., Frigidaire Div. General Motors 


29,459 Commercial Units Sold During April By 16 Nema 
Companies; Sales For Quarter Lead 1938 Figures 


Div. Nash-Kelvinator Corp., Merchant 
& Evans Co., Norge Div. Borg-Warner 
Corp., Servel, Inc., Uniflow Mfg. Co., 
Universal Cooler Corp., Vilter Mfz. 


Sales to distributors and dealers Leading April’s package-equipment | National [Electrical Manufacturers Corp., General Electric Co. Gibson Co., Westinghouse Electric & Mfg. Co, 
in the U. S. alone accounted for | shipments were bottled beverage | Association (Nema) by the following Electric Refrigerator Co., Kelvinator and York Ice Machinery Corp. . 
242,005 of the April Nema total with | coolers, with 6,681 units compared 7 
: : ‘ : ; Domestic Canadian Other Foreign Total Worl: 
Canadian shipments amounting to | with 6,524 in the month last year. 1 uantity Value Quantity Value Quantity Value Quant # 
7,481 units and other foreign ship- | Next numerically were ice cream GALES FOR APH. 1900 . 7 ° f : v > ee Value ci 
ments to 12,025 units. cabinets, although this year’s 5,561 1. Bottle Water Coolers—Complete................. 409 $ 26,271 oS § 38 $ 2,709 449 $ 29,09) - 
E 
New York continued its lead in | units was well under last April’s : A erotnag bon gy gy <a oe eeeeececevees “= a 3 249 * Me “— eo te 
sales b stat Ss, with 28,159 units total of 6,398. 5 ater oolers—LOW e ) 0) eee ’ eoee cece 152 ti 
Flagg : : ‘ _ | 4 Ice Cream Cabinets—Complete.................. 5,157 779,996 274 38,768 130 19,010 5,561 83777 T 
accounting for 11.6% of the U. S. Pressure-type water cooler ship 5. Ice C ldiag Giiaale Gude Chomebes 318 41.001 - 901 6 976 331 at Sit 
total, Illinois was second, with 20,630 | ments were up over last year, with + > ine - eee wony  Saeeneer + ess ’ £2,878 - 
units, California third, with 20,532 | 1,698 units against 1,562 last April. | 6. Bottle Beverage Coolers—Complete.............. 6,508 650,117 31 2,627 142 14,361 6,681 667,105 = 
units, and Pennsylvania fourth, with | Condensing unit shipments were up 7. Beverage Coolers (No High Sides)............... 60 6,371 z 63 2 122 63 6,556 
19,325 units. over 1938, 10,821 units to 10,545. S. MAK CoGlerh—COmplete occ cc scesicciccewscccee 12 2,059 SokS raed rie Sipe 12 2,059 i 
9. Milk Cooling Cabinets (No High Sides).......... 7 760 vad Mie ais ve sees 7 760 of 
10. Commercial Evaporators—Not Reported Above al 
(Including Cold Diffusers, Brine, and Other ail 
M A N U F A Cc T U R E R S A L A | M Gown Weepereters, TiS.).... 2.06 ccccvccsvcvecses 3,028 170,977 204 5,718 531 17,590 3,763 194,285 } Co 
J — av 
11. Condensing Unite 1686 THAR % FAD... 0000 ccveies 2,369 97,260 49 2,730 336 16,501 2,754 116491 ‘ 
CE Hard Rubber “Loxit” | storage and service doors, glaz- || 13. Condensing Units Hpc.ccc.sccucscc. 2628 144004 488.060 82B88GR 11928 Ito ag x 
Units are widely praised ing strips, trim, etc. ‘| 14. Condensing Units—% Hp.............00cceecceeee 834 «97475. «S'si29sté=“‘ TZ] C0G:~SC«d2S14 = 969—s112. 561 7 
by manufacturer and dealer. Write for new catalog “Ace Hard 15. Condensing Units—1 Hp...............-0eceeeeees 603 83,837 14 2,081 58 8154 675 94,072 
ee. 16. Condensing Units—1% H 348. 62,768 10 «41,926 45 47,771 408 + 72,465 cc 
rovements, yet they cost no ated Display Cases.” . Condensing Units— iis sewebets eee ere een : s 72.465 
more. than ordinary _ doors. edie wat tation ty 17. Condensing Unite—2 Hp................sssseseees 178 39,776 2 4922 28 6311 208 46579 MM Sis 
Obtainable in a wide range of =. ~ : 26, COMBORAINT WEI —O FAD. 656 csc cscccsrcdeneesuave 117 32,833 2 400 34 8,295 153 41 528 be 
Mercer St., New York... 111 West | 
' sizes for equipping modern re- Washington St., Chicago, TL... 3D. ConGeneing Uniie—S BDi... 0.05 os ccse.sccsceeasse 50 21,927 1 425 2 758 53 25,110 | S01 
frigerated display cabinet types, Akron, Ohio. 20. Condensing Unite—T%4 Bip... 2... ccc cccccdscteeeos 104 T4708 ke oe ees Sine 104 34,796 ” 
— 0 
hr CORGGRMINE DRO — 20) FID okies cic cccs occ cesdeerads 48 32,681 1 695 49 35,376 for 
“ul Ml R 5 22. Condensing Unite—15 Hp............scccccccecves 11 8400 .... and 2 1,949 13 10,349 FR 
ACE LO X | T PATENTED 23. Condensing Units—20 Hp................eceeeeees & 6... ery abs 4 5115 = 
24. Condensing Units—25 Hp.................ceeeeees ‘en ae wise OF 2 1,894 2 1,894 - 
oceans 26. Condensing Unite—o0 Bip... ......ccccosscecsesesion 2 2,520 eels Jess eed oes 2 2,520 ~_ 
A NEW REFRIGERATOR DOOR GASKET = oe bene Hp Deck Psi ba idl bore Gh. See a ARS 5 11,100 rare ree sents ‘eras 5 11,100 250 
. Condensing Units— RE eee eee ee ces eer mee aks ans aigk aceas ree in 
-v 
1350-N Line—NOW a GREASE PROOF covering 28. Total—All Condensing Units (11 to 27).......... 9,395 863,659 225 21,096 1,201 111,511 10,821 996,266 i 
firmly anchored to a resilient Sponge Rubber Cushion 20a. Condensers—Sold Se 
5 parately 
with a a tacking flange. Also made in Shell & Coil or Shell & Tube.................4. fon baa aes hea ne © - 
. sy on a - ' iii al nae i, SI Nr os 065 db vin sdsevncn ens vacnnans 2 Seer sceihsd 1 Peanhen jee 2 784 
any types in molded or extruded rubber a n 
Rubberized fabric coverings available for original 30. Total All Commercial Refrigeration............. . $2,707,725 $69,533 $173,972 . $2,951,230 
equipment or replacement use. . ~ 
261,511 Household Electric Refrigerators New York, Illinois, & © 
Sone ene ARROW PRODUCTS CORPORATION Sainte . , ; 
420 North Le Salle Stret ee ste Sold In April By 17 Nema Companies California Lead In 
CHICAGO ; 
The following 17 companies reported Leonard Div. Nash-Kelvinator Corp., April Sales 
sales to the Refrigeration Division of Norge Div. Borg-Warner Corp., Philco 
the National Electrical Manufacturers Refrigerator Co., Sparks-Withington Quantity 
Association (Nema) on _ household Co., Stewart-Warner Corp., Sunbeam | States and Household Low Sides 
electric refrigerators for April, 1939: Electric Mfg. Co., Universal Cooler | Territories April Cumulative 
64. Apex Electrical Mfg. Co., Crosley Corp., and Westinghouse Electric & Al f 
Corp., Edison General Electric Appli- Mfg. Co. = Per Nae oe — be 
oO 7 T a E 4S E R V i C 7 MM A hw ance Co., Inc., Frigidaire Div. General The sales of the reporting com- | arkansas .............. 1573 5,401 
A light, easily handled, sturdy, non- Motors Corp., Gale Products Div. Out- panies include units manufactured for | California ............ 20,532 54,751 
binding, easy-to-breathe-in protector of board Marine & Mfg. Co., General the following concerns: Montgomery | Colorado ............. 1,717 5,716 
the serviceman’s eyes, nose, throat and Electric Co., Gibson Electric Refriger- Ward & Co., Potter Refrigeration | Connecticut ........... ,040 12,384 
fangs from Lng Be % ator Co., Kelvinator Div. Nash-Kel- Corp., and Sears, Roebuck & Co. Delaware ............. 298* 1,806 
Sulphur Dioxide, Ammonia” for which vinator Corp., Landers, Frary & Clark, se <Chee.. oa 
go TF ge ll lO ee ee ee ee EC ...... mee ’ ' 
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aeaeny pene on oe Se oe Domestic Canadian Foreign World | Indiana ............... 4,820 20,24 
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J ee FS errs 87 ss ae 87 jw er wee eeeeeeeeees 876 = 
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|. Sea ea 221 871 
cost of maintenance always follow the use 11. Total La New Hampshire .. 474 2,328 
hye RED suchssecsessesinsxens 220,023 052 61 bet 
of Rotary Shaft Seals. A trial will prove a = ee ol = GS ~— ey 
their superiority. Porcelain (Ext.) Cabinets Complete New York ............ 28,159 91,612 
IMPROVED MODELS -e LOWER PRICES ¢ SEE YOUR JOBBER 4 ~ ye [> cu. on Terese eres ee err 85 wes 2 87 | North Carolina ....... 4,878* “se 
‘ o 5. OS ers ore eee North Dakota ........ 1,75 
ROTARY SEAL COMPANY S oink 11089 66286111881 | OBO eeeeee cs secle: 14,004 4880 
803 West Madison Street, Chicago, Ill. a |S FU erren 786 14 ’g00 | Oklahoma ............ 3,113 10,79 
CONTINENTAL EUROPEAN OFFICE: Waldorpstraat eS Se Fe eer 4,890 2 178 5,070 | oe oR seeeeeevess aus aa 
52, Den Haag, Netherlands. CANADIAN OFFICE: Bt. BO CO 2E0e OU. Thies casvsccesscesess 344 2 19 365 Rhode apiece "885 4.006 
382 Victoria Avenue, Westmount, Montreal. pe eS 348 6 30 384 | South Carolina ....... 1,831 6,688 
? South Dakota ......... 2 2,457 
BO: SOUR POTCGIRIN cs iisccsssccsavcsecws 20,901 227 711 21,839 Tennessee ge Pr ee 871° pay 
ACTION-AIR 20. Total—Lines 11 and 19............. 240,924 6,279 Q9m1 206,006 | utan 2! “por ta 
Peau eeKa Leen 1,332 
SYSTEM M AN W ANTED Sell 21. Separate Systems 4% Hp. or Less... 1,063 660 1,565 3,288 Virginia oe ocala 3.483 13,585 
to se 22. Separate Household Evaporators... 18 542 2,139 2,699 | Washington .......... 4,755 or 
° ° ° ° West Virginia ....... ,552* 7,49: 
mii This Profitable Action-Air 23. Total—Lines 20, 21, and 22.......... 242,005 7481 12,025 261,511 | Wisconsin’ ............ 5.092 19,016 
age . : . Wyoming ............. 1,1 
pl System in Your Territory 24. Condensing Units % Hp. or Less... 434 567 = 2,225 3,226 = 
3 Get the ennui wie rights to = segs —_ 25. Cabinets—No rer 24 eee 71 95 Total United States... 242,005 810,940 
ir Syste whi i i i pee 
re coolers. One. eaty ‘demonstration convinces customers Index Value* of Total Dollar Sales 99.8 250.0 97.3 TE yong RT 7,481 — 
ranster et Fong | he powvents dead air ee -— ao whl i : . . Other Foreign (Incl. 997 
Excessive meee ul difficulties and excessive frosting. It pays for *Based on ighted U. S. Possessions)... 12,025 38, 
e y reducing shrinkage and spoilage, by saving weighted sales for 1934, 1935, and 1936. ¥ —— 
Frosting eperating expenses and anne: AY = Note: It is estimated that the figures on electric household refrigerators | Tl for World....... 261,511 — 
tage a tiers. Be the only pe in vou reported to Nema include more than 90% of the industry. *Includes sales and credits. 
territory to se these machines. rite today for — 
omaki 
\ THE BROWN CORP., 652 Bellevue Ave., Syracuse, N.Y. pees it~ wo ba an UPERIO R 
. = erly cet Specify PENN 
may ESSORIES AUTOMATIC CONTROLS AND SWITCHES 
AND FITTINGS FOR THE 
> @ © recent meee ne RECOGNIZED RELINOLITY 
bi, ; warn Write for Catalo aie 
_— ERE'S something entirely new in tube benders— | ( a > To 9 
an Imperial hand tube bender that will not only | Ries “ ea a Pa PENN ELECTRIC SWITCH CO. 
handle all types of bends but you can easily form or GOSHEN, INDIANA 
round and obround coils with it. Furnished in four 
sizes for %”, %", %” and %” tubing. 
Call your jobber and try out one of 
these new No. 406-F tube benders. 
IMPERIAL BRASS MFG. CO., 565 S. Racine Ave., Chicago BUNDY TUBING 
pper-Brazed Steel. Cop- 
per Coated Inside and_ 
Out. Sizes: ‘s” to %*" O.D. 
BUNDY TUBING oo DETROIT 
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QUESTIONS 


. Fifty words or less in 6-point 
Te type only, one insertion, $2.00, 
‘nal words, four cents each. Three 
insertions $5.00, ‘additional 


cents each. 


jight-f 
additiona 
consecutive 
words ten 


—— posrTIONS AVAILABLE 


a - 
[RCIAL REFRIGERATION sales 
- : aving successful experience in 


and Union Counties, New Jersey, 


— frigera- 
lete line of Carrier refrig: 

ee ee: Write in confidence: 

tion “CONDITIONING CO., 368 Broad 

lecsst. Newark, N. J., giving record and 


also compensation expected. 


experience ; 
ENGINEERING SERVICE 


-_* a 

“BRED CONSULTING Engineer 
agree years’ experience designing 
aan developing heating, refrigerating, and 
air-conditioning equipment and systems. 
Complete staff of experts and laboratory 
available for designing and developing 
roducts or laying out systems. Will 
Parnish ideas, or work out yours. F. O. 
JORDAN (ASRE), 2150 Lawrence, Chicago. 


FRANCHISES AVAILABLE 


IAL LINE refrigerator display 
ong in coolers, and refrigerators; 
also direct draw, mechanically-cooled 
peer coolers. Sell with Ehrlich compres- 
sors or with any other make. Attractive 
discounts, also financing arrangements 
to help sell. 70 years in business. Write 
for full information. EHRLICH RE- 
FRIGERATOR MFG. CO., St. Joseph, 


Mo. 


cases, walk- 


EQUIPMENT FOR SALE 


250 BRAND NEW Frigidaire compressors 
in original cartons, suitable for % and 
1, H.P. highsides. Specifications: Frigid- 
aire part No. 1125-312, twin cylinder, 
complete with flywheel; bore—14”, stroke 
_1-7/16”. In single lots—$10.50; 10 or 
more—$9.50; 25 or more—$9.00.  F.o.b. 
New York City. REFRIGERATOR COR- 
PORATION OF AMERICA, 390 Fourth 
Avenue, New York, N. Y. 


R & S PARTS COMPANY opens field to 
independent service men and former 
Grunow dealers. Purchase your Grunow 
parts direct. At reasonable prices. Re- 
frigerant CH2-CL2, gallon—$4.00, compres- 
sors exchange—$11.00, Carrene meters 
exchange—$3.00, compressor oil per gal- 
lon—$1.75. Many other items not listed. 
3577 Fourteenth Street, Detroit, Michigan. 


BEPAIR SERVICE 


DOMESTIC CONTROLS repaired: Ranco 
pencil $1.75, Ranco box $2.00, General 
Electric $2.00, Tag $2.00, Cutler-Hammer 
$2.00, Penn $2.00, Bishop Babcock $2.50, 
Majestic $2.50, Penn magnetic $2.50, G. E. 
Frigidaire $2.50. In business over 20 
years. Our name is our’ guarantee. 
UNITED SPEEDOMETER REPAIR CoO., 
INC., 342 West 70th Street, New York City. 


MAJESTIC, GRUNOW, General Electric 
and Westinghouse rebuilding. World’s 
largest rebuilders. Prices $30.00 with 18 
months’ guaranty. Parts for Majestics and 
Grunows. GE floats $2.95. Westinghouse 
flapper valves $1.00. % H.P. Majestic 
capacitor motors $3.75. Write for catalog. 
G & G GENUINE MAJESTIC REFRIG- 
ERATOR AND RADIO PARTS SERVICE, 
5801 Dickens, Chicago. 


PATENTS 


HAVE YOUR patent work done by a 
Specialist. I have had more than 25 years’ 
experience ‘in refrigeration engineering. 
Prompt searches and reports. Reasonable 
fees. H. R. VAN DEVENTER (ASRE), 
Patent Attorney, 342 Madison Avenue, 
New York City. 


SYNTRON 
Anti-F riction 
SHAFT SEALS 
Eliminate Leakage on 
old as well as new 

shafts. 

Order from your jobber 
SYNTRON CO. 

140 _Lexington Ave., Homer City, Pa. 


Advanced engineering, 
skilled workmen and 
precision production 
methods result in high 
quality refrigerating 
units. 


Universal Cooler Corp., Detroi 


ee 


For Information on Motors 
FOR ALL TYPES OF 


Air Conditioning and 


Refrigeration Equipment 
WRITE TO MMO78-1 M4 


Wad 


*44) PLYMOUTH Ave 


ic Corporation 


ST. LOUIS, MO 


A Dehydrator that is really 
Dry. Mueller Brass Co. 
Dri-Drier. 


MUELLER BRASS CO. 


Ort Huron, Mich. 


S$ We a 


Write for details of 
this sensational new 
100°. PORCELAIN 


MFG. COMPANY 
Galesburg, Illinois 


ms hy - 


Information About 
Locker Plants 


No. 3378 (Reader, Minnesota)— 
“In the Oct. 19 issue of Air ConoI- 
TIONING & MRREFRIGERATION NEWS, page 
39, I noticed an article telling about 
certain issues having been devoted to 
Cold Locker Storage Plants. I would 
like to have one copy of each of the 
above issues. 

“Do you have any books, bulletins, 
or printed data on freezing and pre- 
serving berries and vegetables in cold 
storage? If so will you please send 
me a list of such and prices for same. 
Do you feature Frozen Foods and 
things relative to that in Air CoNnor- 
TIONING & REFRIGERATION NEws regu- 
larly or in certain issues?” 

Answer: A good deal of information 
on food preservation and frozen foods 
will be found in the July 6 and 
Nov. 2, 1938 issues of Air CONDITIONING 
& REFRIGERATION News. Both of these 
issues are available at a cost of 20 
cents each. 


Why Manufacturers 
Use Stainless Steel 


No. 3879 (Reader, New York)—“I 
understand that during the past 
few years 18-8 stainless steel (18% 
chromium, 8% nickel) has been used 
in the units and also for outside trim 
of domestic refrigerators. 

“It would be gratefully appreciated 
if you would kindly inform me why 
this comparatively expensive metal 
was used in preference to other 
cheaper metals. If you have pub- 
lished any articles in your periodicals 
on this subject, I would be glad to 
have the references. 

“Is stainless steel used because of 
any acids that are encountered?” 

Answer: Stainless steel is used for 
the outside trim of refrigerators 
simply because it looks nice. It is 
used in evaporators because of its 


resistance to _ corrosion. Ordinary 
steel, aluminum, and copper—the 
alternatives to stainless steel for 


evaporators—may rust, corrode, or 
tarnish in time. Rust can also be 
prevented by porcelain-enameling the 
evaporator, but this is sometimes 
more expensive than the use of stain- 
less_ steel. 


Manuals Contain Data 
On Air Washers 


No. 3380 (Subscriber, Texas)— 
“Would appreciate very much your 
advising me as to a publisher I could 
get in touch with who publishes in- 
formation concerning Washed Air and 
Evaporator Cooling Systems, such as 
the rate of change of air per minute, 
the velocity required per minute, and 
the effects of washed air dealing with 
commercial and domestic installa- 
tions, also any other information that 
might be valuable in dealing with 
this subject.” 

Answer: This subject is covered in 
the series of “Air Conditioning Made 
Easy” manuals which we _ publish. 
There are seven manuals now avail- 
able in this series, and they sell for 
$1 each. 


Who Makes Cases 
For Frozen Foods? 


No. 3381 (Dealer, Kansas)—“Will 
you please send me the names and 
addresses of manufacturers making 
cabinets or complete machines for 
keeping Frozen fruits to be used in a 
retail store?” 

Answer: The following are manu- 
facturers of display cases for frozen 
foods: 

Allied Store Utilities Co. 

2401 N. Leffingwell, St. Louis, Mo. 
American Radiator Co. 

40 E. 40th St., New York, N. Y. 
Bastian-Blessing Co. 

240 E. Ontario St., Chicago, Ill. 

Fogel Refrigerator Co. 

16th & Vine Sts., Philadelphia, Pa. 
Grand Rapids Cabinet Co. 

Grand Rapids, Mich. 

Cc. V. Hill & Co. 

360 Pennington Ave., Trenton, N. J. 
Hussmann-Ligonier Co. 
2401 N. Leffingwell Ave., St. 
Koch Refrigerators 

14th & Gentry, N. Kansas City, Mo. 
McCray Refrigerator Co. 

Kendallville, Ind. 

Ottenheimer Bros. 

1001 N. Montford Ave., Baltimore, Md. 
Cc. L. Percival Co. 

W. lith & Cherry Sts., Des Moines, Iowa 
Savage Arms Corp. 

Utica, N. Y. 

Harold L. Schaefer, Inc. 

1626 Hennipin Ave., Minneapolis, Minn. 
Sherer-Gillett Co. 

Marshall, Mich. 

Chas. Q. Sherman Corp. 

11 W. 42nd St., New York, N. Y. 


Louis, Mo. 


Super-Cold Corp. 

1020 E. 59th St., Los Angeles, Calif. 
Warren Co. 

905 Fair St., S. E., Atlanta, Ga. 

You will find this and additional 
other valuable information in the 
1939 Refrigeration and Air Condition- 
ing Directory, which we publish. This 
book is a buyer’s guide, giving classi- 


fied listings of manufacturers of 
refrigeration and _ air-conditioning 
products. The book is available at a 


cost of $1 per copy. 


Fresh-Craft Address 


No. 3382 (Dealer, Cuba)—“On page 
7 of your Jan. 25 issue of AiR CoNDI- 
TIONING & MREFRIGERATION NEWS, we 
found a note headed: “New Company 
Plans an Ice Cream Freezer and Mix.” 
And we addressed a letter to Fresh- 
Craft, Inc., Columbus, Ohio, which 
has just been returned to us. If you 
will please give us the address in full 
of said concern, you will greatly 
oblige.” 

Answer: Address all inquiries con- 
cerning Fresh-Craft, Inc. to Mr. P. 
W. Cutlip, 399 Wyandotte Ave., 
Columbus, Ohio. 


Prospective Locker 
Operator Seeks Data 


No. 3383 (Subscriber, Nova Scotia) 
—‘The writer is interested in estab- 
lishing in this community a locker 
storage plant, and I wish to get all 
the information on the subject pos- 
sible, therefore I am writing to ask if 
you can supply books, pamphlets, or 
articles on this subject. 

“The writer is a subscriber to the 
AiR CONDITIONING & REFRIGERATION 
News, and have all the articles in the 
News for a year back on file. 

“If you have any further literature 
on the subject, please send it to me 
or if you know of government publi- 
cations on the subject will you please 
advise me of them.” 

Answer: If your file of back copies 
of AiR CONDITIONING & REFRIGERATION 
News is complete for a year back, 
you have all the information we have 
collected to date regarding locker 
storage plants. 

It is possible that we also may 
compile this information, together 
with some additional data, in book 
form, but no definite date of publi- 
cation for such a book has been set 
as yet. 

Further information on _ lockers 
might be obtained through the United 
States Department of Agriculture, 
Washington, D. C., or through the 
Rural Electrification Administration, 
Washington, D. C., which we under- 
stand is undertaking the financing of 
locker storages in some rural com- 
munities in the United States. 


Ice Cream Vendor 


No. 3384 (Manufacturer, Maryland) 
—“Can you advise us whether there 
is manufactured an ice cream vend- 
ing machine that is operated by 
mechancial refrigeration, and not by 
dry ice.” 

Answer: Write to the following 
manufacturers of bottled milk vend- 
ing machines. If they do not make 
ice cream vending machines, they 
can probably put you in touch with 
some companies who do. 

Glascock Bros. Mfg. Co. 

1500 W. 5th St., Muncie, Ind. 

Kalva Venders, Inc. 
1923 Marquette Ave., 
Mills Novelty Co. 
4036 W. Fullerton Ave., Chicago, Ill. 


N. Chicago, III. 


Servicing Majestics 


No. 3385 (Reader, Pennsylvania)— 
“Can you please tell me the names of 
the manufacturer who has taken over 
the Majestic Refrigerator line, or has 
this concern gone out of business 
entirely.” 

Answer: The Majestic refrigerator 
was manufactured by the Grigsby- 
Grunow Co., which has gone out of 
business. 

Service instructions for this unit 
are contained in Manual No. 4 of the 
Master Service Manuals—Household 
Refrigeration series which we pub- 
lish and which is available at a 
cost of $1. 

Two companies who specialize in 
servicing Majestic units are the 
G & G Service Co., 5801 Dickens Ave., 
Chicago, and the Refrigeration Main- 
tenance Corp., 321 E. Grand Ave., 
Chicago. You might write directly to 
these companies. 


Values of Trade-Ins 


No. 3386 (Dealer, Florida)—“‘Can 
you furnish us with a list of average 
trade-in values on used refrigerators, 
something like the Blue Book the 
automobile dealers use. If you can- 
not furnish this, please advise if same 
is available, and where we may 
obtain it.” 


Answer: The National Market Index 
of Trade-In Values for Used Refrig- 
erators can be obtained by writing to 
3028 W. Hunting Park Ave., Phila- 
delphia, Pa. 


A good deal of information on 


PRM sad 


trade-ins is also included in the 
appendix to “Appliance Selling 
Today,” a collection of sales ideas 


for the refrigeration dealer, which we 
publish, and which is available at a 
cost of $1. 


Specifications For 1939 
Available In Booklet 


No. 3387 (Dealer, Pennsylvania)— 
“Please advise us if you have the 
1939 Specification of Domestic Re- 
frigeration printed in book form, and 
quote price.” 

Answer: Specifications of the 1939 
household refrigerators are available 
in the form of an 8% x 11-inch book- 
let at a cost of 20 cents each. 


Conditioning Surveys 
Published In News 


No. 3388 (Newspaper, New York)— 
“Have you issued a later edition than 
that of 1937 of your “Air Conditioning 
Surveys” booklet?” 


Answer: We have not yet published 
a revised edition of the Air Condi- 
tioning Surveys booklet. We. still 
have this job tentatively scheduled 
for production, but the market for 
copies is somewhat limited. 

Revised data on various cities is 
being published in the weekly issues 
of AiR CONDITIONING & REFRIGERATION 
News. Data on the following cities 
has been published since Jan. 1, 1939: 

Feb. 15—Chicago, Ill. (detailed). 

Feb. 22—Kansas City; St. Louis; 
Evansville, Ind.; Detroit; Los Angeles; 


Syracuse, N. Y.; Dallas, Tex.; Milwau- 
kee; territory of Public Service Co. 
of Oklahoma. 

March 1—San Antonio, Tex.; New 
Orleans; Des Moines, Iowa; Louis- 
ville, Ky.; Michigan (outside of De- 
troit); Charleston, S. C.; Reno, Nev.; 
Savannah, Ga.; Toledo and Cincinnati. 
nati. 

March 8—Indianapolis; Boston; 
Hartford, Conn.; Pawtucket, R. I.; 
Hagerstown, Md.; Washington, D. C.; 
Poughkeepsie, N. Y. (and area); ter- 
ritory served by West Penn Power 
Co.; Rockford, Ill.; Dayton, Ohio; 
territory of Illinois Northern Utilities 
Co. 


March 15—Indianapolis; Beaumont 
and El Paso, Tex.; Sioux City, Iowa; 
Richmond, Va.; Akron, Ohio; Kansas 
Electric Power Co. territory. 

March 22—Puget Sound _ area; 
Rochester, N. Y.; Denver; San An- 
tonio, Tex.; Baltimore; Birmingham, 
Ala. 

March 29—Territory of West Penn 
Power Co.; territory of Kansas Gas 
& Electric Co.; territory of Public 
Service Co. of New Hampshire; terri- 
tory of San Diego Gas & Electric Co.; 
territory of Ohio Edison Co., Akron 
division; territory of Birmingham, 
Ala. Electric Co.; El Paso, Tex. 

May 3—Philadelphia; Minneapolis; 
Cambridge, Mass. 

May 10—Territory of Monongahela 
West Penn Public Service Co.; At- 
lanta; Cedar Rapids, Iowa. 

May 31—Oklahoma Gas & Electric 


Co. territory; Chicago (summary); 
Newark, N. J.; Jackson, Miss.; Fort 
Worth, Tex. (detailed); Memphis, 


Tenn. (detailed). 
Extra copies of these issues are 
available at 20 cents each. 


The Original : 
WELDED STEEL 


NEW 1939 FEATURES 


Tyler’s original welded steel construction is 


still the most advance 


in the commercial 


refrigeration field. Aad the 1939 line is the 


greatest ever. New improvements include 

wider doors, for greater accessibility; wider 

front glass for increased visibility and new, 

patented NON-GLARE lighting system for 
ter di 


brig 


sands of instal 


meet today’s 


Built from o- 


splay. 


THE BIG VALUE LINE 


Complete line covers wide field. 
erience with thou- 
ations, Offers sensa- 
tional values because of standard- 
ized quantity production. You can 
emands with Tylers 
and make more money. Write NO 
for dealer proposition. 
ifow Fork, Office: 
‘0: 6: 
Chicago eee: 1663 W. Ogden Ave. 


601 W. 26th St. 
Beacon St. 


ij mit 


WILL— Make You More Money - 


Win You More Customers 
Today—See Your Jobber or Write Direct to 


LARKIN COILS, INC. 


S.E., ATLANTA, GA. 


519 Fair St., 


General Offices 


HUMI-TEMP 


| UNITS 


‘ill 


—SEES 


\ 


and Factory 


Branch Pactory—57-59 llth St., New York City 


‘WATER COOLING EQUIPMENT 
ee a a 
AIR: CONDITIONING 
WE BUILD ESPECIALLY FOR YOUR OPE 
wT Be ull piety 
ACME INDUSTRIES, Inc. _ 
son Beceem ite 1: a af 


Michigan - 


More Wet Bottles Is More Sanitary 
* 0 More Loose Labels IT Mas Fast Dry Cooling 
More Wet Hands Has More Capacity 
More Dissatistied Has Balanced 
Customers Retrigeration 


Territories Now Open * Write for Particulars 


AND APPLIANCE DEALERS 
A BLZZARD-FROM-THE WEST: That has everthing 


WEBER SHOWCASE & FIXTURE CO., INC. 


Les Angeles, California 
Established 1902 


$700 Avalon Boulevard * 
Cable “Weberco” 
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Chir Conditioning 


Window Unit With 


unit for single rooms at a two-day 


of Airtemp’s national sales organization. 


a Radial Compressor 


2 


(Above) Top factory officials introduced the new “Cool Breeze” window 


meeting last week in Dayton, Ohio 
Shown here with the first 


production model, and the small radial compressor which furnishes the 


cooling, are (left to right) B. S. 
Col. 
and A. R. Fors, manufacturing vice 


one of the “superfinish” operations 


Williams, general sales manager; 


A. C. Downey, president; R. G. Wyld, engineering vice president; 


president. (Below) Visitors inspect 
at Airtemp’s Dayton plant, said to 


reduce friction and to keep hard-worked parts free from wear. 


Eastern Dealers Will 
Discuss Association 


(Concluded from Page 1, Column 3) 
Refrigeration Association of Southern 
California at Los Angeles, will at- 
tend the regional meeting. 

“Mr. Flynn has advised me that 
the national association idea has 
been received with enthusiasm by 
the membership of the California 
group and that plans are being made 
for other air-conditioning associa- 
tions and societies on the west coast 
to become affiliated with the Los 
Angeles organization. 

“Mr. Flynn has offered the benefits 
of his promotional efforts toward a 
national association on his trip east 
and we shall be happy to have his 
assistance in this respect,” Mr. 
Keller said. 


Coast Air Conditioner 
Group To Cooperate 


LOS ANGELES—Support of the 
movement toward formation of a 
National Air Conditioning Association 
was approved by the Air Condition- 
ing & Refrigeration Association of 
Southern California at a_ recent 
meeting here, according to Edward 
C. Flynn, president of the associa- 
tion. 

Mr. Flynn reported that at this 


meeting it was unanimously agreed 


that the publisher of AIR CONDITION- 
ING & REFRIGERATION NEWS is 
making a definite contribution to the 
industry in fostering such a move- 
ment. 

The southern California associa- 
tion has been meeting regularly on 
the first and third Wednesday night 
of each month for a little over four 
years. According to Mr. Flynn, the 
membership comprises about 98% of 
the air-conditioning industry so far 
as volume is concerned and about 
the same percentage of firms engaged 
in the industry. 

Recent activities of the group have 
included combating hostile legisla- 
tion, making labor agreements, and 
reciprocal working agreements with 
other associations, such as the Heat- 
ing, Piping & Air Conditioning Con- 
tractors’ Association and National 
Equipment Association. Mr. Flynn 
reports that these organizations are 
cooperating with members of the 
California group in a very harmoni- 
ous way. 

Directors and officers of the south- 
ern California association are as 
follows: Dr. F. E. Pernot, Pernot & 
Rich (Lipman); H. Peacock, Carrier 
Corp.; N. Gay, Gay Engineering 
Corp. (Vilter and Carrier); S. Locke, 
Western Air & Refrigeration Co. 


(Westinghouse); C. Specht, Cali- 
fornia Cornice Steel Supply Co. 
(Kelvinator); J. MacKenzie, Baker 
Ice Machine Co.; I. deJongh, de- 


Jongh-Howells Co., (Carrier); J. W. 
Sutphen, J. W. Sutphen Co. (Frigid- 
aire); Ira P. Fulmore, Air Condi- 
tioning Co., (General Electric); and 
W. S. Kilpatrick, W. S. Kilpatrick 
Co. (York). 


SERVEL, 


ee SE 


—— 


“Beauty is only skin deep”... 
but under the lustrous silver sur- 
face of these sensational new Ser- 
vel units, you'll find a degree of 
performance, economy and noise- 


_ Stluer Fleet 


COMMERCIAL REFRIGERATING MACHINES 


lessness never before available in 
low-pressure refrigeration. Write 
today for details. Servel, Inc.. 
Electric Refrigeration and Air 
Conditioning Div., Evansville, Ind. 
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Calcium Chloride Used as Dehumidifier 
In Home Cooling System; Claim Low Cost 


(Concluded from Page 1, Column 1) 
ordinary door or passageway on 
skids or rollers by two men,” the 
report continues. “The length can 
be reduced to 64 inches for handling 
in unusually restricted quarters by 
removing the blower and wind box. 
Within these small overall dimen- 
sions the novel principles of the de- 
sign provide for the treatment of air 
volumes which are sufficiently large 
for the great majority of houses or 
spaces of similar character. 

“Analyzed samples of the de- 
humidified air discharged from these 
new units give useful results. The 
moisture content of the air being cir- 
culated varies only slightly between 
74 and 87° F. Substantially, the 
same quantity of moisture is dis- 
charged at either temperature. 

“This is an important factor when 
the temperature of the coolant, such 
as city water or cooling tower water, 
may vary or cannot be obtained at 
less than 80 to 82°. In the case of 
expensive water, its use can be con- 
served by operating in the higher 
ranges of temperature rather than in 
the lower. The result is essentially 
the same amount of dehumidification. 

“Capable of treating 1,500 c.f.m. 
of air, the apparatus runs success- 
fully when the resistance at maxi- 
mum airflow is less than 2.25 inches 
of water pressure. The air enters by 
a duct attached to the top of the 
machine at the left end, is drawn 
through the water cooling compart- 


ment, and enters the chambers con- 
taining the calcium chloride com- 
pound where the excess moisture in 
the air is removed. From here it is 
circulated throughout the area to be 
controlled. 

“The demands of the space to be 
conditioned will dictate the amount 
of air to be treated per minute so 
that with smaller capacity blowers 
than those necessary to furnish 
1,500 c.f.m. of air, the size of the 
section containing the liquid and the 
cooling compartments can be re- 
duced. 

“Early work with similar units 
had shown that the velocity of the 
air, while being dehumidified by con- 
tact with the calcium chloride lumps, 
could be very high and still give a 
close approach to the theoretical 
moisture removal. This presumed 
that the air had been pre-treated by 
some means so that its moisture 


‘content upon entering the drying 


compartment was low and compara- 
tively constant. 

“A liquid-phase section, which is 
the compartment in which the air is 
mixed with liquids, was therefore re- 
quired that could handle large vol- 
umes of inlet air with a variable 
moisture content and deliver an out- 
let air of constant humidity. 

“As in the case of the test resi- 
dence, the discharged water can be 
used on the lawn, but only to the 
extent which is required for the 
proper care of lawns and gardens.” 


Opposition In Congress 
Delays TVA Deal 


(Concluded from Page 1, Column 4) 
the cities of Nashville and Chatta- 
nooga are said to have paved the 
way for this move. 

Congress has been asked to ap. 
prove three changes in TVA’s pres- 
ent powers of issuing bonds: 

1. To permit purchase of generat- 
ing equipment. 

2. To permit purchase of properties 
in valleys other than Tennessee 
Valley. Part of the _ properties 
affected by the present deal are in 
the Cumberland Valley. 

3. To change the nature of TVA 
bonds, as desired by the Treasury 
Department. 

Program has received Senate ap- 
proval, but the House military affairs 
committee has not reported the 
measure to the full House. Opposi- 
tion to the changes are reported to 
have arisen among House Republi- 
cans, “conservative” Democrats, and 
members representing coal areas, 
who are interested because of the 
change from steam to water power. 


Suggested compromise, it was re- 
ported, is approval of a bond issue 
to finance the present deal, about 
$45,000,000, plus an additional $10,- 
000,000 to finance TVA’s acquisition 
of Commonwealth & Southern’s prop- 
erties in Alabama and Mississippi, 
with Congressional authorization of 
any future TVA expansion required. 

On the other hand, the Administra- 
tion is reported to desire no restric- 
tion, and the approval of a full 


potential $100,000,000 issue. 
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Refrigeration Parts Jobbers, Who Recognize Quality, Stock Controls 


When... 


Refrigeration Jobbers and Service Men 
can truly say that any product helps them to 
build a large group of satisfied customers, THAT 
product is worthy of YOUR consideration. 


Valves are Helping us 
Build a Large Group of 


Sift 


CUSTOMERS” 


From one of many 
letters in our Jobber and 
Service Men's correspond- 
ence file. 


We are glad that A-P Valves enjoy such 
a reputation ... A reputation based upon service- 
free performance on all types of refrigeration and 
air conditioning installations. 


Choose the Valve that gives YOU the 
greatest profit and the least service expense On 
any job—an A-P Valve. You'll know the advan- 
tage of new sensitivity, accuracy and dependa- 
bility that only A-P Valves prove. 


AUTOMATIC PRODUCTS COMPANY 


THIRTY — SECOND sTReet 


@ WISCONSIN 


Export Department, 100 Varick Street, New York City 
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